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Rough Proofs 


National daylight saving will start 
February 9, and for the first time in | 
the memory of the oldest inhabitant, | 
the farmers won't blame it on the 
golf players. 

v 


= ¥ 


“Bicycles Hit by Priorities,” head- 
lines ADVERTISING AGE, but fortun- 
ately for their riders, fewer of them | 
are likely to be hit this year by | 
automobiles. 


7, TF 


Robert Louis Stevenson has 
joined Sweet’s Catalog Serv ice, and | 
you just know he is getting ready to) 
give the customers the new version 
of “Treasure Island.” 


7, FF F 


Freedom of the press is all right, 
but have you ever listened to the 
cross-word puzzle fan who discovers 
that his favorite addiction has been 
moved from its customary spot in 
the Daily Bugle? 


. ¥ ¥ 


With the addition of two more 
advertising firms to the list handling 
the William Wrigley, Jr., Company’s 
business, it’s a good guess that Phil 
Wrigley doesn’t hold an agency 
conference—it’s a convention. 


= Cw 


A serious reporter tells readers of 
ADVERTISING AGE 


ucts in sausage casings “if worst 

comes to worst.” And evidently it 
has. 

v 

Disney Hats has appointed the 

Grey Advertising Agency to direct 

its account, but it would be a seri- 


. F 


ous mistake to assume that this has 
any significance regarding style} 
trends. 

v v v 


HEADLINE HARMONY 

In the January 26 issue of ADVER- 
TISING AGE, The American Weekly, 
referring to the Cullinan diamond, 


says, “There has never been an- 
other!” while Station WTIC, paying 
tribute to Plymouth Rock, insists, 


“There’s not another like it!” 


, FF 


United States agencies may start 
a campaign urging the public to buy | 


coal now, and it’s possible they can 
find a few prospects on Chicago's 
North Shore, where gas heat failed 
in a recent sub-zero spell. 
v v v 
The Advertising Club of Balti- 
more is going to welcome Secretary 
Morgenthau February 14 with a} 
Million-dollar order for defense | 
bond a very pretty Valentine 
greeting for Henry the Morg. 
v v v 
L Warren, president of Safe- 
way stores, admits he’s “a little gun 
shy legislation as a cure-all.” 
Sut ssenger traffic to Washington 
indic: ‘es he’s still in the minority. 
v v v 
“People will go on having babies,” 
apy surmises Congratulations. 
But isn’t that putting the cart 
before the horse? 
v v . 
_More than a million milk bottles 
“Say ir every month in Phila- 
— Thomas Waddell says. 
hose hard - drinking Main Liners 
ught 


» be asked to sign the pledge. 
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Lever Bros. Co. combines a dozen prod- 
ucts in this special test copy, with a full 
page appearing in the Jan. 29 issue of 
the Chicago Sun. Response to the ''Vic- 
tory Sale" at grocers, druggists and de- 
partment stores will determine its future 
course. The copy was placed direct. 


Canning Industry 
Gets Estimate of 
Government Needs 


Questions of Labor, 
Priorities 
Still Unanswered 


Chicago, Jan. 29.—The National 
'Canners Association and allied trade 
associations were presented with 
tremendous production goals for 
| 1942, and promised government co- 
operation in solving their three 


priority assistance for repair and 


and conservation and allocation of 
tin for containers during their con- 
ventions here this week. 

In only one case were the can- 
| ners given what approximated an 
absolute answer to a question. The 
War Production Board’s sugar con- 
servation order amending the gen- 
eral order of Dec. 13 specifically 
states that sugar distributors may 
furnish supplies to canners or proc- 


fruits and vegetables, provided the 
distributor receives a written state- 


ment which allocates the amount of | 
particular | 


for the 
The question of sugar, 


| sugar needed 
packing job. 
however, 
ners as had labor or materials or 
tin, and except for the fruit pack- 
| ers the answer did not blanket the 
field. 

The convention awaited, from day 
| to day, the tin conservation order 
| which would blackout the so-called 
|“general line containers” in order 
| that the “packers’ cans” might be 
used for food. In lieu of the sweep- 


ing order that is everywhere viewed | 


(Continued on Page 29) 
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and Tin! 


pressing problems of labor shortage, | 


expansion of machinery and parts, | 


| essors to enable the canner to pack! 


had not needled the can-| 


1941 Ad Bill of = 
P&G in 3 Media 


G-E Plans Consumer Copy 
Despite Appliance Curbs 


Totals $13,000,000 


Magazine, Network and_ 
Farm Totals Presented 
for Big Advertisers 


| Chicago, Jan. 29.—Procter and 
|Gamble led all the rest—insofar as 
| total expenditures for 1941 in maga- 
zines, farm papers and network ra- 
dio are concerned—according to a 
tabulation by Apvertistinc AGE de- 
veloped from figures supplied by 
Publishers’ Information Bureau, Inc. 
,A complete record of 1941 expendi- 
‘tures in these media, showing ex- 
/penditures for every company 
spending $100,000 or more during 
the year in national magazines or 
radio networks, along with the 50 
largest users of farm paper space, 
appears on Pages 20, 22, 23, 24 and 
25 of this issue. Comparisons for 
1938, 1939 and 1940 are also shown. | jgj. fo, victory is emphasized in this 

Procter and Gamble’s gross ad- special one-time advertisement which 
| vertising bill for the three media appeared in newspapers last week in 
uring 1941 was $12,988,877, more | New York, Washington and in other 
than $3,000,000 greater than that of | cities where Bethlehem Steel Co. oper- 
General Foods Corporation, which| ates plants. The copy averaged 1,750 
‘occupied second place with gross} lines. Jones & Brakeley is the agency. 


expe nditures for the three media of 
$9,885,654. In third place was Gen- . . 
FCC Wins Dubious 
s . ” 
Victory in Radio- 


FOR VICTORY 


12 million tons, and going strong... 


Steadily increasing production of mate- 


a 


eral Motors, which spent $8,497,675. 
Complete Record Shown 
Others in the first ten, 
were: Sterling Products, 
Colgate-Palmolive-Peet, 


in order, 
7,880,996: 
$6,811,017; 


Lever Bros., $6,099,344; American . 
Tobacco Company, $5,973,974; Newspa per Inquiry 
Campbell Soup Company, $5,464,- | 

801; Liggett & Myers Tobacco Com-| Washington, D. C., Jan. 29.—In a 
pany, $5,423,434: and R. J. Reynolds | history-making decision with im- 


Tobacco Company, $4,831,641. 

A complete record for 1941 and 
1/1940 of all companies spending | 
/$500,000 or more during 1941 in 
magazines, farm papers and net-| 
work radio combined, appears on 
Page 33 of this issue. Dollar figures 
for newspaper advertising are not 
available, but will probably be re- 
leased later in the year by the Bu- 
reau of Advertising. 

Gross revenue of national maga- 
zines measured by Publishers’ In- 
| (Continued on Page 33) 


| portant implications for 
radio extending far beyond the 
narrow issue under litigation, the 
| United States court of appeals for 
| the District of Columbia this week | 
upheld the Federal Communications 
Commission’s right to compel Lieut. 
Com. James G. Stahlman to testify 
at its newspaper inquiry. 
It was a hollow and 
costly victory for the FCC, however, 
inasmuch as the court stated in the 
strongest terms that FCC has no 
(Continued on Page 31) 


press and 


_ Last Minute News Flashes 
Westinghouse Readies Big Institutional Campaign 


Pittsburgh, Jan. 30.— Although official confirmation was lacking, it 
was reported here today that a big institutional advertising campaign 
running to $2,500,000, will be 
| Company through Young & Rubicam, vy York, 
program includes once-a-month insertions 
markets, plus black and white and color in an impressive list of maga- 
zines. Copy will center around the theme of providing for the common 
defense and promoting the general welfare. 


Iowa Group Would Drop Frequency Discount 

Chicago, Jan. 30.—Iowa Daily Newspaper Association 
| space in member newspapers on 
years, has voted to 
|a meeting with the 


Nev early next month. 


in newspapers in all] 


, Which has sold 
a frequency for three 
abandon such discounts, subject to confirmation at 
Illinois Daily Newspaper Markets, which has cooper- 


ated with the Iowa group in promoting the discount plan for both 


discount basis 


states 
to be held in Chicago next month. 
Champlin Heads Ethyl Gas Advertising Setup 
New York, Jan. 30.—With Paul E. McElroy, advertising manager, 


about to assume an administrative post in Washington, 
Corporation has combined its advertising and public relations depart- 
ments and appointed Ralph C. Champlin, public relations director, as 
head of the new set-up. He joined Ethyl in 1937, having previously 
worked on the account at BBDO. 


Ethyl Gasoline 


Hudson Made Benton & Bowles Vice-President 

New York, Jan. 30.—E. F. Hudson, account executive on Dr. Pepper 
Company, has been elected a vice-president of Benton & Bowles. He 
came to the agency in 1931, left in 1932 to become Wes manager 
for Best Foods, and rejoined B & B in 1935. 


tern 


possibly | 


| which volume 
launched by Westinghouse Electric & Mfg. | 


The | 
major | 


Ad Program Calls for 
Spending of $700,000 
to $1,000,000 


By IRWIN ROBINSON 
New York, Jan. 29.—Despite se- 
vere curbs already imposed on the 
production of household appliances 
jand the probability that additional 
|cuts are in the offing, General Elec- 
| tric Company has decided to spend 
| between $700,000 and $1,000,000 this 
|year in consumer media, to keep 
|this division of its business in the 
public eye, ADVERTISING AGE learned 
| today. 
| This policy, which will be main- 
tained for the duration of the war, 
barring unforeseen conditions, is 
based on the company’s belief that 
resumption of a normal economy 
and utilization of expanded produc- 
tion facilities when peace returns 
are dependent on an active desire 
for ownership of consumer goods at 
that time. Cessation of advertising 
|during the war would nullify the 
huge advertising investment of for- 
;mer years and would necessitate a 
sales promotion effort starting from 
scratch, in the opinion of company 
officials. 
The 1942 advertising program will 
| Start with April issues of women’s 
a general magazines, with —a. 
schedule ranging from one-half to 
three-quarters that of 1940, re- 
garded as more of a “normal” year 
than 1941. Although final copy has 
not been approved, it is understood 
that the complete appliance line, 
rather than specific appliances, will 
be covered, and typical ads will re- 
volve about such themes as the 
availability more free time for 
war work a result of efficient 
mechanical household aids. Atten- 
tion will also be given to the need 
for servicing of appliances and their 
| peeper use. Maxon, Inc., the 
agency in charge. 
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Consider Time Element 


of 


as 
is 


| In formulating its advertising pol- 
jicy, the G-E management took into 
consideration the lengthy interval 
of time required to stimulate suffici- 
ent desire among consumers for the 
|ownership of an appliance. This is 
jsaid to require between 15 and 20 
| years. During this interval the sales 
| curve begins to rise slowly and later 
gathers momentum, eventually 
reaching a leveling-off point after 
continues at a fairly 
Most of the appliances 
accounted for heavy vol- 

recent years were in the 
of their upward swing when 
production was hit. While it is obvi- 
ous that a lull has been brought into 
being, G-E has set as its objective 
the resumption of the upward swing 
as soon as civilian goods production 
can be started again. Severe adver- 
tising retrenchment now would 
mean that the educational process 
and stimulation of demand would 
have to be pursued all over again 

In addition to multip‘e appliance 
advertising in magazines, it is likely 
that G-E will continue its coopera- 
tive newspaper policy, chiefly 
means of spotlighting dealers’ serv- 
ice facilities. In the past the cost 
of local copy has been borne jointly 
by manufacturer, distributor and re- 
tailer 

The serious problem facing appli- 
,ance dealers came in for intensive 
| study this week when 100 Eastern 
delegates to the annual National 
‘Retail Development League met 
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ADVERTISING AGE 


February 2, 1942 


here behind closed doors for a State Honors Adman as 


three-day session. A similar meet- 
ing for Western dealers 
place in Chicago, Feb. 3-5. 

Concentration on the service side 
of the appliance business appeared 
to be in the mind of most dealers, 
and a number also indicated they 
had already reached out for or were 
considering the addition of other 
lines of products. Some, for ex- 
ample, expressed enthusiasm over 
the sales opportunity offered by 
phonograph records, while others 
mentioned totally unrelated lines, 
such as wood specialties. In one 
case a dealer announced he had in- 
stalled a soda fountain and expected 
this to help him keep going for the 
duration. Incidentally, existing ap- 
pliance stocks were termed healthy, 
and the dealers did not express 
great concern about the immediate 
future. 

About 25 per cent of the dealers 
said they were already actively en- 
gaged in building up the service side 
of their business, while the re- 
mainder expected to stress this ac- 
tivity on an expanding scale. Of the 
dealers attending the meeting here, 
60 per cent were appliance special- 
ists; 10 per cent in the department 
store, and 5 per cent in the furni- 
ture field. Public utilities, hardware 
stores and other outlets were also 
represented. 


will take | 


“Outstanding Young Man” 
Robert Warren, director of Colo- 
rado’s advertising and_ publicity 
department, has been designated by 
the Junior Chamber of Commerce 
as the state’s “Outstanding Young 


Man” and has been awarded a gold 
key. 
Mr. Warren, 32, who was chosen 


to head the department when it 
was created less than a year ago, 
received high praise from Governor 
Ralph L. Carr during the presenta- 
tion. The adman had, the governor 
said, “brought Colorado to the 
attention of more people than ever 
before,” and the state had “enjoyed 
the best tourist year in its history.” 


Cusack Tests Tax 


Case in Colorado 

Christopher F. Cusack, head of 
C. F. Cusack Advertising Agency, 
Denver, has filed suit against the 
state of Colorado in a test case in 
Denver district court seeking to 
determine whether advertising 
agencies are subject to the state’s 
two per cent service tax. 

Mr. Cusack seeks to void a $945 
service tax assessment, and claims 
that his agency acted as agent for 
newspapers in the placing of adver- 
tisements, and that since news- 
papers are exempt under the law, 
the agency is likewise not subject 
to the levy. 


NEW ART WORK | 


WE PAID 340° MORE IN MULLINS S CTO 
GET TS LIGHTER NATURALLY MILDER LEAF 


‘ n - > 


WITH MEN WHO KNOW TOBACCO BEST—IT'S LUCMIES 2 101 


A fresh series of paintings, like the one 

shown here, will feature the 1942 cam- 

paign for Lucky Strikes in magazines. 

Higher prices paid for tobaccos are 

again emphasized. Lord & Thomas han- 
dies the account. 


Adds Concert Program 


Sigmund Gottlober, director of | 
Concert Program Magazines, New 
York, has been named national rep- 
resentative for the program of the} 
Municipal Open Air Opera, St. | 
Louis. 


wUMBER WICHITA, KANSAS, IS BOOMING - WICHITA, RARSAS, & BOOMING. 


OFA SERIES | 


Military secrets arc 
won't translate the 
dollars’ worth of 


1941 and 1940, 


Then, 


ita, Kansas. 


of 1940! 


WICHITA, KANSAS, IS BOOMING + WICHITA, KANSAS, IS BOOMING 


dynamic 
number of planes to lick the Japs. 


Or let us put it this way: 


military secrets, 
symbols 


pare the size of the 1942 ship with those of 
maybe, 
inkling of what is happening in and to Wich- 


Home county population nearly double that 


Per capita buying power about double, too! 
Even the Chamber of Commerce afraid to 
guess what business gains 1942 will bring— 
actually afraid that even the wildest guess 


so we making investment before KIT became 

above into N America’s Number Two Boom Town! 

power or blank 
But com And let us merely mention (no one asks 
us to prove this point any more)... it you 
you'll have an ™ ant to cover Dete nse- rich Sedgwick County 
and Wealthy Wichita, you must use KFH! 
The statistics say: 
Ninety-five percent of the county popula- 


Fifty-seven 


tion “listens to KFH regularly.” 


percent “listens to KFH most.” 


KFH mail in 1941 exceeded that of 1940 by 
thousands of pieces, and new records are 
already being set in 1942. 


will be conservative! Only KF can do your Wichita job the 
Wichita is four times the market it was #@Y You want it done! 

Just two years ago—yet KFH advertising is Let us spin your platter, put real produc- 
yours at the Same rate that Was a money - tion spark into your live copy or tell you 
about one of our pre tested ° program pack- 

ages!” A call or wire to P on. . or to us will | 

A. bring prompt, enthusiastic service! 

x, 


K4 
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MANHATTAN S45 


TOPEKA 
EMPORIA 


LAHOMA CITY 


Glenn D. Gillett Computed Field Strength Distribution Based on Performance 


and ‘Previous Survey Measurements— 


CBS -« 


5000 Watts Day and Night 


5000 WATTS DAY AND NIGHT... . 


October 1941 


CALL 


te AN 
fs 50 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 


AFH 


J WICHITA. 


ANY EDWARD PETRY OFFICE 


Te 
ed, te 
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| azines, 
| Good Housekeeping, 
Journal and Woman’s Home Com- 


Paintings Feature 


New Series for 
Lucky Strike 


New York, Jan. 29.—American 
Tobacco Company today released its 
long-awaited campaign for Lucky 
Strike, featuring a new series of| 
paintings of Southern tobacco areas | 
by leading contemporary re re-| 
Plans for the new | theme were re- 


1941. 

Opening insertion appears in iy 
tune and Ladies’ Home Journal, t 
be followed shortly by weekly < tho 
azines. The latter have been carry-| 
ing Lucky Strike copy regularly and 
the new art will replace illustrations | 
currently in use. The campaign 
marks Lucky Strike’s first appear- 
ance in Ladies’ Home Journal since 
1935. 

Continuing the emphasis’ on 
higher prices paid for tobaccos, the 
new series reproduces in full color 
typical tobacco country — scenes, 
painted from life. Georges Schreiber | 
depicts “scouting the crop before the | 
auction opens” in the first mie 


tisement. The well-known artists 
whose work will be reproduced 
were commissioned by American | 
Tobacco Company through Asso-| 
ciated American Artists. 

Lord & Thomas is the agency. 


Start New Series 
for Van Camp’s 
Pork and Beans 


Indianapolis, Jan. 28.—With six 
separate promotions planned for 
Van Camp’s pork and beans be- 
tween now and June, Stokely 
Brothers & Co. has launched the 
first in the series using a sharply 
expanded magazine list as well as 
newspapers. January copy features 
a pork and bean supper as served 
by Mrs. Josephine Culbertson, 
bridge authority. 

For the initial promotion for mag- 
Better Homes & Gardens, 
Ladies’ Home 


panion have been added to last 
year’s list which comprised Life and 
The Saturday Evening Post. 

The promotion during February, 
featuring a “one-dish meal,” is 
scheduled for The American Weekly, 
McCall's, This Week Magazine and 
True Story. Once each month 
newspaper copy, appearing in 400 
dailies and 3,000 weeklies, will tie 
in with the current promotion 
theme, as will also car cards 
throughout 17 cities. Calkins & 
Holden, New York, is the agency. 


Wormser to Hartford 

Walter Wormser, formerly in the 
Western sales office of the Silex 
Company, Chicago, has been trans- 
ferred to headquarters at Hartford, 
Conn., as assistant sales manager. 
Gordon Salzman will replace Mr 
Wormser in Chicago. 


Evans Adds Three 


Advertising of Thompson-Bremer 
& Co., Chicago, lock washers and 
other fabrication products, Fred 
H. Schaub Engineering Company, 
Chicago, control instruments and 
steam plant equipment, and West- 
ern Felt Works, Chicago, has been 
placed with Evans Associates, Inc., 
Chicago. 


To Ward Wheelock 


Robert M. Newcomb, formerly 
copy chief of Newell-Emmett Com- 
pany, New York, has been named 
copy supervisor at Ward Wheelock 
Company, Philadelphia. 


TRANSITION COPY 


Trom the sun-drenched volcanic platesus of Cental and South Amence 


MAXWELL HOUSE COFFEE BRINGS 
ee GLORIOUS EXTRA RICHNESS 


GOOD TO THE LAST DROP! 


#6 © © FUE tm TomIeNT! Hoon Rome ow Seby Seeats Fran Morgen Meraie, Witien'e 
Tate Na ed Nerwort < 
Gis Fam Oe tawrenaveng cary ob GATS teach. Cannes Ga paper tor nme end mem 


The "55 per cent richer" bean theme 
and the subsequent ‘Don't forget'’ theme 
are combined in this copy for Maxwell! 
House coffee which broke in newspapers 
of several upstate New York cities and 
other communities. The copy is included 
in the regular black and white schedule 
for the product. Benton & Bowles direct: 
advertising for this division of Generai 


Foods Sales Co. 


War Board Steps 


Up Aid to Small 
Manufacturers 


Washington, D. C., Jan. 27.—The 
War Production Board today estab- 
lished a simplified plan to aid small 
manufacturers in gaining supplies 
of scarce materials, but at the same 
time warned that “it is not intended 
to maintain non-essential industries 
when no effort is being made to tie 
production into the war program.” 

This warning has the effect of 
forcing all manufacturers of civilian 
products of non-essential character 
to make every effort to convert to 
war production, or get along with- 
out governmental assistance in the 
form of preference ratings on scarce 
materials. 

WPB will seek by the plan to give 
priority assistance to small manu- 
facturers to enable them to keep 
‘their organizations together while 
they are changing over from non- 
essential civilian production to war 

or other essential work. 


To Aid Many 
The new system is called the 
Modified Production Requirements 
Plan. It is designed to help the 


128,000 manufacturers whose annual 
volume was under $100,000 in 1939. 


| Applications under the plan will be 


considered with regard to the fol- 
lowing pionts: (a) the importance 
of the product to the war program 
or the national welfare; (b) the fact 
that the release of a small quantity 
of scarce materials may help main- 
tain a relatively large volume of 
employment or may free a large 
amount of available materials other- 
wise tied up; (c) the disadvanta- 
geous purchasing position of some 
small producers; (d) location of 
plants in areas certified as a dis- 
tressed area by WPB. 


Under the plan, a small mani 
facturer may seek priority ass 
tance by filling out a one-shee! 


blank. Information requested 

cludes the nature of his produc! 
volume of business, materials us¢ 
and number of workers. With t 
blank will go a list of raw mater! 
designed to aid the applicant in a: 
scribing properly the various mat 


| rials he uses and needs. 


“Ask your 
Agency 

to ask the 
COLONEL!’ 
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Publisher's 
estimate 


pRU 


... And 95.4% NEWSSTAND! 


| 


Fawcett Publications, Inc., is proud of its 

standing as a producer of net profit. With 

a spectacular low advertising base rate LARGEST iV lj d Ci | 1 

of $1.80 per page per thousand based on e ivere Ircu a 10n 
guarantee (February delivered rate only 


$1.20), it has no interest or confidence in 
huge bonus circulations as a lure for ad- 


vertising doles. LARGEST Bonus Circulation 


if there is a public demand for your mer- 


chandise and if you can fill it without injury (1 ’ 112 ri 2 8 5 ) 
to yourself and with profit to your adver- 


aaeatigaer ae in the history of .. . 


LARGEST Newsstand Circulation 


FAWCETT WOMEN’S GROUP 


TRUE CONFESSIONS * ROMANTIC STORY + MOTION PICTURE * MOVIE STORY + HOLLYWOOD 


FAWCETT PUBLICATIONS - INC 


NEW YORK ° CHICAGO ° LOS ANGELES ° HOLLYWOOD ° SAN FRANCISCO 
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Expands Drive 
for ‘42 Trucks 


Magazines, Business Pa- 
pers to Carry War- 
keyed Copy 


Cleveland, O., Jan. 28.—With an 
initial advertisement which hit the 
newsstands almost simultaneously 
with a sensational torpedo attack in 
the Pacific—both featuring swift- 
motored “mosquitoes’—White Mo- 
tor Company last week launched an 
expanded advertising campaign for 
1942. 

Newspapers of Jan. 21 described 
the daring feat of a young lieuten- 
ant who piloted his speedy torpedo 
boat into Binanga Bay and sank a 
5,000-ton Jap vessel. The Saturday 
Evening Post, appearing the next 
day, carried a White Motor Com- 
pany ad headlined, “Mosquitoes! 
Keep ’em Flying!” The full page 
color copy featured a picture of a 
White truck refueling a 


mosquito | 
boat, with others swinging alongside ! 


TIMELY 


ADVERTISING AGE 


‘transportation to help ‘Keep ’em 


| Rolling, Keep ’em Flying’,” the copy 


-“. 


Mosquitoes:. “Keep ‘em Flying” 


FOR 40 VEARS THE GREATEST NAME IN TRUCKS 


Lady Luck smiled on the White Motor 

Co., whose full color page in The Satur- 

day Evening Post, featuring the Navy's 

mosquito boats, broke only a day after 

a similar craft sank a big Jap vessel in a 
daring attack. 


the dock. 

“Every branch of Uncle Sam’s 
armed forces, on land, sea and in 
the air, looks to dependable truck 


continued. “The speedy P. T. boats 
of the Navy’s so-called Mosquito 
Fleet are no exception. Refueling 


| them, wherever they dock, is just 
‘one direct wartime job that thous- 


ands of White Trucks are doing. To 
see them on the road in ordinary 
‘working clothes’ you would not 
suspect their vital role.” 


Continue Same Theme 


This important role of White, 


| Trucks in various lines of duty will | 


continue to be emphasized in the} 
1942 series, which represents an in- | 
creased advertising budget despite | 
the fact that the company’s plant} 
equipment is being turned over in| 
increasingly larger share to military 
needs, and when domestic stocks 
are low due to the priority situation. 

In addition to the Post, which is 
to carry 13 insertions in all, White 
will use Fortune and the air express 
edition of Time, each with 13 inser- 
tions, and Time itself, but less fre-| 
quently. The company will also use| 
business papers, although this 
schedule will be about 20 per cent 
under last year’s. Included are 
papers in the automotive, dairy,| 
baking, department store, laundry, 
bottling and several other indus-| 
tries, in addition to a limited export | 
schedule. 


Inquiries are UP 
That Means Business! 


Oldsmobile, G-M 


Release New Copy 


| service,” 


George H. Scragg, director of ad- 


vertising and sales promotion, ex- 
plained that the continuing drive | 
will maintain White’s contact with 
the consumer, keep the company 
name alive, and let the public in 
on what is going on along the pro-| 
duction lines. “In a period when| 
many salesmen are being called to 
the colors,” he said, “it is good 
business not only to insure the fu-| 
ture acceptance of its products for | 
the company’s sake, but to fill the 
breach for the salesman and hold| 
the market for him until he returns | 
to the field. When these salesmen | 
return, they have the assurance that | 
both they and the firm will be wel- 


come. It is only human nature for 
our customers to forget us if we 
forget them.” 

D’Arcy Advertising Company, | 
Cleveland, directs the White ac-| 
count. 


Truck, Chevrolet 


Detroit, Jan. 28.—Three anneal 
Motors units swung into line this 
week with the automobile and truck | 
industry’s efforts to bolster dealer | 
business and keep cars and trucks | 
rolling on the nation’s highways. 

Oldsmobile Division of General 
Motors Sales Corporation, using 
newspapers in 300 cities, released 
the first of a series of company- 
dealer cooperative advertisements 
featuring “specialized” departmental 
service by authorized Oldsmobile | 
dealers. A six-point program, in-| 


| cluding car lubrication, brake ad- 


“bumping and painting | 
motor tuneup, battery 
service and wheel alignment, is| 
emphasized in the copy, which| 
varies from 40 to 60 inches in size. 
The campaign is to continue in 
February, with its full extent de- 


justment, 


| pending upon dealer response. Com- 
| pany officials are undecided as yet} 


A useful editorial feature of American Builder is its Reader Service 


Department. 


products offered by manufacturers. 


Readers 


Here are listed and described the new literature and 


sign and send in cou- 


pons showing the literature and product information they would 


like to receive. 


The number of Reader Service inquiries received each month pro- 


vides a reliable barometer of building activity. They show what 
- 


typical active building men are thinking, planning, and doing. 


Inquiries fell off sharply in December. 


That 


induced by priorities and the impact of war. 


are UP. 


as the entire month of December. 


coming in at three times the December rate. 


showed the confusion 


But January inquiries 


The first 16 days of January brought as many inquiries 


Additional January inquiries are 


These increases show 


that active building men are adjusting themselves, are getting their 


feet on the ground and are lining up the kind of work they can do 


under war conditions. 


These inquiries mean 


turers of building products. 


N. 


Government officials have enlarged their original esti- 
* mates of 1942 building requirements. They are allocat- 


business for manufac- 


ing sufficient building materials to assure 1942 building volume 


equal to 1941, 


AMERICAN BUILDER 


AND BUILDING ACE 


{ Simmons-Boardman Publication 


105 W. Adams Street 


CHICAGO 


30 Church Street 


NEW YORK 


THE WORLD'S GREATEST BUILDING PAPER 


about publicizing the dealer services 
in magazines. 

General Motors Truck and Coach | 
Division, meanwhile, has started a 
newspaper campaign emphasizing 
the importance of keeping trucks on 
the job. With 560-line copy, the 
GMC unit urges truck operators to 
cooperate in the nation’s transpor- 
tation program by careful driving 
and proper maintenance of their 
trucks, thus lengthening the life of 
both the vehicles and their tires. 
As with the Oldsmobile advertise- 
ments, dealer names appear at the 
bottom of the copy. 

Chevrolet Motor Division, which 
last week launched a _ nationwide 
passenger car conservation plan, 
| using weekly magazines and more 
than 6,000 newspapers, (ADVERTIS- 
ING AGE, Jan. 26) added a truck con- 
servation plan to its advertising| 
schedule this week. This special 
message to truck operators is being 
carried in newspapers, national | 
farm, and vocational magazines and | 
business papers. New service pro-| 
/cedures have been mapped for the| 
dealers, augmenting regular Chev- | 
rolet service training. 

Campbell-Ewald Company han- 
| dles both the car and truck conser- 


vation campaigns. 


DECRIES “TIRE PANIC” 


Akron, O., Jan. 28.—Using both | 
| newspapers and the business press, 
|General Tire & Rubber Company | 
printed a_ special statement this | 
week variously headlined, ‘“Don’t| 
Push! Panic Never Won a War,” 
and “Don’t Push! There are Plenty 
of Tires.” 

William O'Neil, president of the 
company, who signed the large- 
space appeal, declared that no use- 
ful purpose can be served by 
spreading fear among motorists and 
added that “many instances have 
been brought to my _ attention 
wherein the motorist had ordered 
pounds of rubber buffed off his tires 
because he wanted them recapped 
right now.” 

Without building a single new 
tire, Mr. O'Neil said, “we should be 
able to exist for three years and 
every motorist should be able to use 
his car. There are ample facilities 


a 


iS 


__FIRST OF SERIES 


NOTICE! 


TO EVERY OLDSMOBILE 
OWNER IN TOWN! 


eer ee ty 
ee 


Oldsmobile 
operative company-dealer copy last week 
in newspapers of 300 cities, the first of a 


Division released this co- 


new ‘conservation’ series. 


for recapping in this country, oper- 
ated by trained tire experts in the 
shops of the tire dealers, but these 
facilities will be overtaxed if every 
one who thinks he may need a re- 
capping done in six months, rushes 
in to have it done now.” 

Newspapers in major markets are 
carrying the new General Tire ¢ 
Rubber copy. The company’s mair 
campaign in papers is being buil 
around the Kraft system of tire re 
treading. D’Arcy Advertising Com 
pany directs the account. 


“Reader's Digest” Starts 
Portuguese Edition 


Reader’s Digest, Pleasantville 
N. Y., will launch a Portuguese lan- 
guage edition this month with a 
printing of 110,000 copies. The edi- 
tion will be circulated in Brazil and 
larger cities of Portugal. Brazil, 
some 250,000 square miles large: 
than the United States, has a Portu- 


guese-speaking population of 45,- 
000,000. 
The magazine also announced 


that the Spanish language edition, 
which started a little over a year 


| ago with an initial printing of 125,- 


000 copies, now has a circulation in 
excess of 400,000. 


Heads Sign Group 

Charles C. Tapscott, advertising 
manager of McQuay-Norris Mfg 
Company, St. Louis, was elected 
president of the American Highway 
Sign Association at its annual con- 
vention in Chicago, Jan. 20. Elected 
with Mr. Tapscott were W. S. Zeh- 
rung, Pennzoil Company, vice-presi- 
dent; D. A. Brumbaugh, North 
American Service Company, vice- 
president; R. R. Stull, American Art 
Works, vice-president; S. Fesser, 
Quaker State Oil Refining Corpora- 
tion, treasurer; and M. V. Gamel- 
gard, secretary. 


NEW HAVEN 
is Fst! 


The first use of anesthesia in den- 
tistry was introduced by Joseph | 
Smith in New Haven in 18°. 
Smith’s vogue of painless dentist’) 
attracted wide attention for mi''> 
around and the first month he pu 


ed over one thousand aching mola 


Che New Gauen Register 


FIRST in Connecticut in Circulat'" 
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ADVERTISING AGE 


ell sir, you seeds it, rolls it, 
waters it, and clips it. . . and in two 
hundred years you have a lawn.” 

A classified section in a newspaper 
is something like the Englishman's 
lawn. You have to get the want ads 
first. Then you have to get people to 
want to read them. For ads without 
readers, or vice versa, never make a 
classified section. 

Normally, it takes ten to twenty 
years to make a classified medium. 
But the Chicago Sun broke all the 
rules. It was a classified medium from 
the start. There were 361 long term 
contracts in the office before the paper 
came out; and 250 more have come in 
since... Some 1,600 advertisers have 
made The Sun second paper 
in classified in Chicago for 
December and January! 

This classified record 
of The Sun has significance 
for the national advertiser. 


The classified advertiser 
doesn’t need S R & D, Media Records, 
or surveys to tip him off to a medium. 
He’s in the market, part of it. 


as 


The classified advertisers knew 
that people of Chicago wanted this 


new newspaper, knew how much they 


wanted it. They knew that the kind of 


newspaper The Sun promised to be 
couldn't miss in Chicago—recognized 
The Sunasa medium before it started! 
And haven't been disappointed. 


Ask any representative of The 
Chicago Sun to show you the classified 
pages. Look at all the advertisements 
carried, the wide range of merchandise 
offered. If these advertisers—whose 
copy must pay every day—couldn't 
miss, how can you? Ask any Branham 


aoe . 


office for more details, 


Tue BRANHAM COMPANY 
Advertising Representatives. 
Offices in: Atlanta, Charlotte, 
_” ~~ © ° > 
Chicago, Dallas, Detroit, Kansas 
City, Los Angeles, Memphis, New 
York, St. Louis, San Francisco, Seattle. 
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1942 


SUGAR FACTS 


To explain why it had difficulty securing 
enough sugar, Jewel Food Stores, Chi- 
cago, placed this 215-line on 5 column 
single shot copy in all Chicago evening 
papers. The letter explains that, because 
the sugar quota is based upon 1940 con- 
sumption and Jewel has twice the num- 
ber of customers it had at that time, a 
temporary shortage is inevitable. When 
rationing becomes effective, a more 
equitable apportionment is expected. 


Wholesalers Study 
Problems of Food 
Costs and Supply 


Rules for Nutrition 
Advertising Explained to 
Manufacturers 


Chicago, Jan. 28.— The National- 
American Wholesale Grocers As- 
sociation went on record here today, 
as it wound up its annual conven- 
tion, in opposition to hoarding by 
either wholesalers or retailers, 
pledged its assistance in maintain- 
ing prices at fair levels and offered 
encouragement to container simpli- 
fication moves. 

The association also reaffirmed its 
support of descriptive labeling, 
urged vigorous action to reverse the 
existing trend toward the establish- 
ment of state trade barriers, con- 
demned gross receipts taxes, asked 
for greater uniformity in food laws, 
and requested the Bureau of Labor 
Statistics to more clearly define 
“wholesale prices’ as the prices at 
which goods are sold to wholesalers, 
rather than by wholesalers. Such 
prices should be described as “pro- 
duction prices” or “wholesale cost 
prices,” rather than “wholesale 
prices,” the association said. 

The farm price provisions in the 
price bills make it impossible to 
stabilize food prices at anything like 
their present levels, but it is essen- 
tial “to see to it that food prices to 
consumers do not go higher than is 
warranted by increases in farm 


prices which we may be powerless 
to stop,” A. C. Hoffman, price ex- 
ecutive in charge of the food section 
of OPA, told the group. 

“Food handlers,” he said, “have 
done a great deal in the past 20 
years to improve the technique of 
food distribution, but there are still 
some unnecessary frills and folderol, 
some corners to be cut, some peace- 
time ‘fat’ to be taken out of our 
food distribution system.” He 
pointed out that when prices are 
fixed at one cr more of the earlier 
stages of processing or distribution, 
it is necessary to extend control 
through to the consumer to be sure 
that retail prices stay in line. 

Pointing out that there are three 
possible types of price fixing—fixing 
of a maximum price at the retail or 
wholesale level; setting a flat mark- 


/up which no retailer or wholesaler | 
maxi- | 
‘tions director, reported that plans! 


can exceed; and setting a 


, mum margin for handlers on the 


basis of what they took in previous 
periods—Mr. Hoffman asserted that 
the third type seems most reason- 
able, although it increases the diffi- 
culty of checking compliance, since 
retail and wholesale prices of the 
same item would vary from store to 
store and from city to city. 


AGMA PLANS AID FOR 
NUTRITION PROGRAM 

Chicago, Jan, 28.—The Associated 
Grocery Manufacturers of America 
appointed two committees to work 
with the Office of Defense Health 


and Welfare Service in promoting) 


the national nutrition program at a 
meeting here today. Russell W. 
Varney, Standard Brands, Inc., 
| heads the public relations commit- 
tee, and Mabel Flanley, The Borden 
| Company, heads the consumer rela- 
ions committee. 

John Murphy, AGMA public rela- 


are nearing completion for the re-| make a product included on 
lease of an official government seal | 
which may be used in the advertis- 
ing of all nutrition products listed 
in the government’s “Rules for Good 
Nutrition.” Harry Houghton, mer- 
chandising consultant to Director! the Office of Defense Health ; 
McNutt, advised the association| Welfare Service, and must carry t 
governmental approval of a formula! signature, “Contributed in the 
permitting manufacturers to tie up| terest of the national nutrition p 
with the nutrition program is ex- 
pected shortly. 

Under the projected formula, any} Nutt, Director, 
manufacturer who makes a product| the signature of the 
on the government “must” list for| company. 
nutrition may include in his adver- Included in the “official nut 
| tising the official government food | tional rules” are milk and milk pri 
rules and may show how his product} ucts; oranges, tomatoes, grapefr. 
| ties up, but he cannot include any|or raw cabbage or salad gree: 


” 


sponsori 


tisement, and the official rules must} vegetables or fruit; meat, poultry 

| be quoted in full. This applies to) fish; eggs; whole grain products 
| radio, display signs, etc., as well as| enriched white bread and flour; a: 
| to publication advertising. butter and other spreads, such 
Food manufacturers who do not | peanut butter. 


— 


the 
“must” list may tie up with the 
| program only by running an adver- 
tisement tying up with some phas 
of the nutrition program, but suc 
| advertising must be submitted ¢ 


| gram of the Office of Defense Hea ':| 
|and Welfare Service, Paul V. M-- 
in conjunction w *} 


other products in such an adver-| green and yellow vegetables; oth: 
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ADVERTISING AGE 


West Coast Grou p 
Sets Up Special 
Ad Commission _ 


San Francisco, Jan. 27.—Appoint-| 
ment of a Pacific Coast Advertising | 
Commission of 24 leading business | 
aod advertising executives high-| 
lighted the recent mid-winter con-| 
ference of the Pacific Advertising 
Association, held at San Francisco’s 
F.irmont Hotel. The members will 
serve in an advisory capacity to 
b th the association and individual 
clubs in the entire coast area. 

Members of the advisory group 
nelude Harwood Fawcett, publish- 
ers’ representative, San Diego; 
George W. Kleiser, Sr., president, 
Foster & Kleiser, San Francisco; 
Don Gilman, vice-president, Blue 
Network Company, Los Angeles; 


| William H. Horsley, 


Henry A. Hawes, vice-president, 


McCann-Erickson, Inc., 
cisco; 
Service, 
Quinn, 


San Fran- 


Boise, Idaho; Joseph A. 
Budd & Quinn, Fresno; 
president, 
Pacific National Advertising Agency, 
Seattle; Lyle Abrahamson, manager, 
Foster & Kleiser Company, and 
Washington State Progress chair- 
man, Tacoma; Marion Nelson, 
president, Gillham Advertising 
Agency, Salt Lake City; and Dan B. 
Miner, president, Dan B. Miner 
Advertising Agency, Los Angeles. 
Stating that 150 newspapers, plus 
many business papers and general 
magazines are carrying the series of 
advertisements showing the services 
that advertising renders, Don Beld- 
ing, vice-president, Lord & Thomas, 
told the association that advertising 
now has a bigger job than ever to 
do. He urged advertisers to main- 
tain regular promotion stressing the 
importance of alternate or substitute 


Win Cline, Cline Advertising | 


products, and keeping advertising 
keyed to the war effort. 

Claire Drew Forbes, Seattle, | 
urged promotion of the March 15-21 
week as Consumers Information | 
Week. The aim is to develop a' 
better understanding of 
interests on the part of business and 
advertising, and to give consumers | 
a guide to better buying and better 
living through faith in advertised 
products. 


‘Now Seven Flavors 


A new flavor, “Cola,” has been| 
added to Jell-O’s six flavors. The| 
new dessert will be marketed by 
General Foods Corporation, New 
York, as the first to include the cola 
flavor widely used in beverages. 


Moves to New Offices 
Architectural Forum, New York, 

has moved its offices from Time & 

Life bldg., to 20 W. 45th street. 


consumer | 


Agrees Not to Copy 
Lea & Perrins’ Label 


Arthur-Leslie Sauce Company, 
New York, has agreed to a Federal 

rade Commission stipulation to 
cease representing, or assisting 
wholesalers or other distributors in 
representing, that its Worcestershire 
|sauce is made and marketed by Lea 
|& Perrins, Inc. 

The stipulation prevents Arthur- 
|Leslie from using wrappers, con- 
tainers or labels which simulate 
,the distinctive packaging used for 
|}many years on Lea & Perrins’ 
Worcestershire sauce. sauce. 


| Eureka Names ames Goldberg 


' 

O. H. Goldberg, who joined the 
|}company in 1940 after spending 
eight years in sales promotion and 
advertising capacities with Frigid- 
aire division of General Motors 
Corporation, has been named mer- 
chandising manager of Eureka 
Vacuum Cleaner Company, Detroit. | 


The best informed 
in the world 


man 


ERB CHASON hasn’t been to town for weeks. Passed a couple of 


friends on the road, though, and got some of the news about what 


his neighbors did last week. 


But Herb knows what happened today on the Malayan Coast, and he 


could give you a pretty fair picture of the shifting battle between Russia 


and Germany (even saying Kuibyshev so you could understand 


What’s more, he’s got a lot of personal admiration for Donald Nelson, 


and he and Mrs. Chason have $60 saved for a Defense Bond. 


Not that men and women in his county look up to Herb especially. 


Most everything he knows, they know. So do the people in Barton, 


twenty miles away, and so do the people in Memphis, where the Chasons 


go once or twice a year. 


Not everybody, of course, gets all his news from radio the way Herb 


Chason does. But millions like Herb on farms, and in small towns, do get 


all their news from radio most of the time. 


And millions more who are 


eager readers of the daily press are still more eager radio listeners. 


The Columbia Network has 89 regularly scheduled news broadcasts 


each week — some from Batavia and Moscow and London, going straight 


to Herb Chason. And some from CBS news headquarters in New York — 


the famous Studio 9. 


The CBS news staff is generally conceded to be outstanding in radio 


journalism. And throughout the war, it will devote itself to seeing to it 


that Herb Chason and his 130,000,000 fellow Americans remain the 


“best informed people in the world.” 


COLUMBIA BROADCASTING SYSTEM 


own 


23 WAYS TO SAVE 


How to use Less Sucar and like it 


beet tered me eae — oe 


ee me eee 


me ee pee ee ee - ee 


SUGAR | -- 
ey 


Sugar thrift was promoted last week in 
this full-page newspaper copy in New 
York and New England cities, which 
pointed out there is “no cause for 
alarm." Use of Royal Scarlet foods is 
urged. Alley & Richards handles the 


account. 


Royal Scarlet 
Copy Allays 
Sugar Fears 


New York, Jan. 28.—To allay 
housewives’ fears that they will 
again be faced with the practically 
sugar-less days of World War I, 
R. C. Williams & Co. this week used 
full-page newspaper space to assure 
the public that there was no cause 
for alarm in the present sugar situa- 
tion. <A one-time shot, the page 
appeared in the list of 25 metro- 
politan New York and New England 
papers regularly used by the com- 
pany for its Royal Scarlet line of 
foods. 

Copy was captioned 
less sugar 


“How to use 
and like it,’ and stated, 
“Common sense tells us that con- 
sumption will have to be adjusted 
to production, but we all believe 
there will be enough sugar to sup- 
ply the basic demand. And sugar 
will continue to go around as long 
as every housewife cooperates by 
being sugar-thrifty.”” A prominently 
placed box in the center of the lay- 
out, headed “23 good ways to save 
sugar,’ contained “sugar-saver” 
recipes as well as general food hints. 
Ingredients necessary for the recipes 
were listed in a column to the right. 

The regular Royal Scarlet sched- 
ule calls for three insertions a week, 
averaging about 500 lines each, and 
the new “sugar-saver” theme will 
be continued in these. In addition, 
reprints of the copy’s center box 
will be distributed to Royal Scarlet 
customers through its stores. Alley 
& Richards Company is the agency. 


Names Sallie Weir 


Sallie Weir, formerly 
and service manager of 


circulation 
Jay Eman- 


uel Publications, has joined Na- 
tional Foremen’s Institute, Deep 
River, Conn., as director of public 


relations, 
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Trade Characters 
Pass the Dishes 
at Breakfast 


(Picture on Page 35) 


| breakfasts, so that the advertising| 
| atmosphere was developed not only 
| by the dramatization of advertising 
characters, but by the guests. Inci- 
dentally, while the dining room 
looked like one, the advertising of 
/leading branded products shown on 
panels around the walls was a re- 
minder of the importance of adver- 
tising to the maintenance of volume 
sales in the food industry. 
| Lionel Moses, of the headquarters | 
Chicago, Jan. 29.—When sales and | staff of The American Weekly and 
advertising executives of food com-| Puck—The Comic Weekly, joined | 
panies attending the canners’ con-| with James Meigs, Western man-| 
vention walked into a Palmer House | ager, in greeting the guests. 
dining room for breakfast this week, Among the products shown on the 
they rubbed their eyes. They were 


breakfast menu were Del Monte | 
looking at Aunt Jemima, Rastus the| pineapple and _ grapefruit juice, | 
Cream of Wheat man, the Ry-Krisp| Ocean Spray cranberry sauce, Flor- | 
girl, the lovely ladies from the| ida oranges and tangerines, Libby’s | 
Chase & Sanborn coffee ads and| pineapple juice and tomato juice, 
other trade characters, not in a mo-| Sunsweet apricots and prunes, Sun- 
tion picture, but in person. kist oranges and _ lemon juice, | 

The occasion was a series of con-| Cheeri Oats, Kellogg’s All-Bran, | 


Crackers, Sun-Maid raisin bread, | 


Chase & Sanborn coffee, hot Nes- 
tle’s, Ovaltine, Sanka, Cocomalt, 
Coca-Cola, Pepsi-Cola, Nescafe and 
Postum. 


Kingsley Rice Serves 
on Censor’s Staff 


Kingsley L. Rice, president of 
Power Plant Engineering, Chicago, 
has joined the staff of the Office of 
Censorship in Washington to direct 
business paper activities of the cen- 


| sorship group. 


Mr. Rice will set up the facilities 
and procedure for business paper 


| censorship, but does not expect to’ 


remain in this post after initial or- 
ganization work has 
pleted. 


To Bureau of Ships 


Joseph Geschelin, Detroit editor 
of Chilton Publications, has been 


been com- | 


—— 


PAINTED BULLETIN GOES TO WORK FOR MARINES 


| 


a ar 


General Outdoor Advertising Co. turned over this Michigan avenue location in 
Chicago to the U. S$. Marine Corps for its first painted bulletin. Jimm Konofsky 
young Chicago artist, prepared the design. Inspecting the location are Col. 
R. M. Montague, officer in charge of the central recruiting division; B. L. 


; : g he Bureau of Ships, 
vention breakfasts sponsored by) Corn Kix, Cream of Wheat, Nabisco | appointed by the Bu = P 


U. S. Navy, to assist in expediting| Robbins, vice-president and general manager of GOA; and Capt. John V. Sand- 
The American Weekly and Puck—)| Shredded Wheat, Pep, Quaker) the procurement and manufactur- berg, public relations officer for the division. 
The Comic Weekly, in which not| Sparkies, Post Toasties, Quaker! jng program of the bureau within 
only were advertised food products} Oats, Instant Ralston, Borden’s| the automotive industry. 


on the menu, but the trade char- 
acters made famous in the ad- 
vertising were on hand as living 
reminders of the products they 
represent. 


cream, Aunt Jemima buckwheats, | 


Vermont Maid syrup, Brer Rabbit | Toins Yankee Writing 


molasses, Armour’s Cloverbloom| 
: : 1s Ste : Arthur H. Peckham, formerly 
eggs, Armour'’s Star ham, B & M with Atwood Company, Stonington, 


baked beans, Heinz oven-baked | Gonn., has been named production 
More than 400 executives of| beans, Spam, Libby’s corned beef) manager and assistant art director 


leading food and grocery specialty | hash, Treet, Bisquick, Philadelphia |of Yankee Writing Service, Guild- 
companies attended the series of| brand cheese, Sunshine Krispy! ford, Conn. 


Coal Producers 


Urged to Tell 
Story to Public 


Washington, D. C., Jan. 29.—An 
immediate effort to persuade the 
public to stock up on coal was urged 


nr upon coal producers and users this 

L rs |week as Acting Director of Solid 
™N \\ | Fuels Coordination Howard A. Gray 

( warned that possible production and 
NN | transportation difficulties make it 


|/necessary that existing surplus ca- 
pacity be utilized now. 


report of last week that govern- 
ment encouragement of coal adver- 
tising was in the offing, Mr. Gray 
wrote chairmen of bituminous coal 
producers’ boards to ask that coal 
operators and dealers “bring this 
matter to the attention of their 
customers at once.” 

The letters also asked that pro- 
ducing and selling units of the in- 
dustry be advised “so that through 
their efforts this warning will be 
carried to solid fuel customers in a 
manner that will be effective in 
| making it less likely that difficulties 
|in the fuel supply will result from 
the nation’s all-out war production 
program.” 

ADVERTISING AGE learned that 
similar letters were also sent to 
such groups as the National Asso- 
‘ciation of Manufacturers and the 
| United States Chamber of Com- 
merce, asking that members be ad- 
vised of the desirability of stocking 
}up on coal. A similar request may 
be made of advertising groups later. 


COAL MERCHANTS “ENLIST” 
CHICAGO'S COAL BINS 

| Chicago, Jan. 29.—Calling on con- 
/sumers to “Enlist your coal bin for 
| the duration,” the Chicago Coal 
|Merchants Association asked the 
public today to buy fuel now for 
|future needs—while transportation 
|is available and prices have not yet 
| been raised. 

| Using an 820-line newspaper ad- 
| vertisement, the trade body pointed 
;out that retail prices may be af- 
fected by the railroads’ petition for 
jan increase in coal freight rates. 
| There is plenty of coal, the copy 
added, and stocking up now “isn’t 
hoarding, but helping.” 


The Shell Oil Company reports that 
the supply of X-100 Motor Oil anticipated 

for a year was sold in five months. Dealer 
reaction was “most gratifying”. And so in planning 
future campaigns, Shell wrote, “because of the good 
job you have done for us, we are certain of WH K”. 


HK 


Quits Distilling Post 

Lt. Comm. Gene Tunney, U. S. N., 
has resigned as chairman of the 
board of American Distilling Com- 
| pany, New York. As recreation di- 
rector of the Navy, the ex-heavy- 
| weight champion has recently been 
on a speaking tour, and written 
| numerous articles for publications, 
|}one of which, a smashing blow at 
the “evils of the tobacco habit,” in 
Reader’s Digest, was reported in 
ADVERTISING AGE, Dec. 1. 


CLEVELAND, OHIO 


Represented by 


PAUL H. RAYMER COMPANY 


To Schoneman-Hening 

| Frederic J. Liberman, formerly 
with R-K-O Radio Pictures an? 
| Walt Disney Productions, has joined 
| Schoneman - Hening Agency, Phila- 
delphia, as director of the publicity 
department. 


BUY DEFENSE BONDS 


Bearing out the ApverTIsInc AGE | 


Over-all Council 
for Advertising 


Viewed as Likely 


New York, Jan. 29.—The see 
sown at last fall’s joint ANA-Fou: 


| A’s meeting at Hot Springs for tl 


creation of an over-all advertisin 

council, are beginning to sprout, | 

| was indicated this week. Since th: 
_outbreak of war, however, the orig 

| inal objective of dramatizing adver 

tising’s economic role has been put 
aside, and current efforts point to 
the creation of a setup that will 
|coordinate all advertising interests 
in behalf of the war effort. 

Leading figures representing na- 
|tional advertisers, agencies, news- 
| papers, magazines, radio and out- 
door have been participating in the 
discussions with Washington de- 
fense officials, and the latter have 
expressed approval of the tentative 
program. It is expected that an 
announcement will be forthcoming 
soon giving details and the names 
of those who will head up the ef- 
fort. 

Meanwhile, on another front, 
plans are under consideration for a 
practical utilization of the Harvard 
report on the economics of adver- 
| tising. This will probably take the 
|form of an abridged, interpretive 
|edition of the massive volume. 


| Michigan Editors 
| Hear Gamble, Allen 


Frederic R. Gamble, managing di- 
rector of the American Association 
of Advertising Agencies, told the 
assembled editors of the Michigan 
Press Association at its annual 
meeting Jan. 24 that “paid advertis- 
ing, the only great force in America 
not being used in full, controlled 
manner to help win the war, must 
be substituted for the present hit- 
or-miss defense free advertising 
campaign.” 

Charles L. Allen, director of re- 
search, Medill School of Journal- 
ism, Northwestern University, told 
the group that a new type of ad- 
vertising copy would result from 
the war, and that newspapers would 


have to cultivate non-commerc al 
accounts, bringing an increase in 
copy like that of prohibition and 


church groups. Herman Millerwise, 
editor of the Sebewaign Blade, was 
elected president of the associatin 


Promotes Tax Saving 


Central Bank, Oakland, Cal., ':a° 
inaugurated a series of sme! 
space newspaper advertiseme::t 
promoting savings accounts as 4 
handy way of laying away mo! 2) 
to meet income tax requireme' 
Emil Reinhardt Advertising Age: Y. 
Oakland, directs the occount. 


Agency Adds Two 

Carter, Jones and Taylor, > ith 
Bend, Ind., has been named t 4!- 
rect the account of C. A. Sp: sue 
Devices, Michigan City, Ind. and 
| Prairie Schooner Trailer Com @ny, 
Elkhart, Ind. 


MAILING SERVICE 


Multigraphing — Filling-0 
Addressing—Mimeograp! 0 


THE LETTER SHOP, Inc: 


Wabssh 


| 440 8. Dearborn St. 
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NORMAL SERVICE 


What about 
the Airlines 


in a nation at war? 


ADVERTISING AGE 


fashion because the major producers 
have either received or will get 
shortly, huge war orders. They will 
be converted to 100 per cent war 
production before long, with what- 
ever civilian production is permitted 
confined to the small firms with less 
Army and Navy business on their 
books. As war orders to the indus- 
try cimb toward the $2,000,000,000 
goal, further cuts will be made in 
civilian production limits. 

WPB estimates that 60,000,000 


| sets are now distributed among 87 


we st & oo 


( HGj-Con 


UNITES atm times 


Using the question-and-answer technique, 
this six-column advertisement for United | 
Air Lines was carried in newspapers of 
seven metropolitan centers to assure the 
public that it is keeping pace with much 
greater transportation demands and that, 
despite military priorities, there is space 
for civilians in planes. Copy is signed by 
W. A. Patterson, United's president. 
N. W. Ayer & Son is the agency. 


Radio, Phonograph 
Makers to Trim 
Set Production 


Washington, D. C., Jan. 28.—The 
radio and phonograph manufactur- 
ing industry, which has been asked 
to undertake a $2,000,000,000 mili- 
tary production program, has been 
ordered by the War Production 
Board to curtail first-quarter civil- 
ian production more than 40 per 
cent below the output level of the 
first nine months of 1941. 

The order came as no surprise to 
the industry, except that it had been 
expected the initial cut would be no 
more than 30 per cent. In addition, 
the order specified that the number 
of tube sockets in the sets produced 
must be reduced similarly, thus re- 
moving the possibility that manu- 
facturers would concentrate on large 
models. 

The order classifies the industry 
in two groups. Class A manufac- 
turers who did a civilian business 
of more than $1,000,000 in the first 
nine months of 1941 were ordered 
to cut production by 45 per cent. | 
Class B firms, with sales under the | 
million dollar mark during the base 
period, were curtailed 35 per cent. 
The industry-wide curtailment will 
iverage just over 40 per cent. 

The industry was split in this| 


| 


66 out of every 100 #22 
passengers on street cars = 
and buses. "= in Ls Angeles 
come from higher income ©» 
districts, “.-.\ according to 
Los Angeles Transportation 
Survey, */\ sponsored by the 
city of Los Angeles. © 


When they ride they relax; 
“ when they relax they 
read your message. =~ > 


For Complete details and 
rates, write ; ' 


» 


Maynarp Boyce Inc. 
Jhar::poralion Lp 
LOS ANGELES 


650 Chamber of Commerce Bldg 
lial t Lili cota t worse Cat 


itieedenceeene 


per cent of the nation’s homes. 


| Since sales were at a record level 


during the base period and dealer 


stocks are substantial, essential re- | 


quirements can be met on the cur- 


| tailed basis. WPB has promised 


that sufficient repair parts will be 


made available to keep sets in 
working condition. 


Philadelphia Adclubs 
Back Bond Drive 


Two bombers, financed by the 
Poor Richard Club of Philadelphia, 
will carry America’s answer to the 
enemy, as a result of the club’s 
pledge of $638,400 for defense bonds. 

The Philadelphia Club of Adver- 
tising Women also backed the drive 
by pledging a $10,000 subscription. 
The pledges were announced at the 
Poor Richard annual banquet held 
Jan. 16. 


. 
Joins Beacon Press 
Henry Yohalem, formerly with 
|Diamond Press, New York, has 
joined Beacon Press, New York, as 
sales representative. 


Outdoor Advertising 


Hails 50th Anniversary 


Outdoor Advertising Association 
News, Chicago, has issued a special 
golden anniversary edition com- 
memorating the founding of the 
Outdoor Advertising Association of 
America in 1891. 

In 74 pages, replete with illustra- 
tions and signed articles by leading 
outdoor executives, the business 
paper reviews the progress of out- 
door advertising from the barn and 
fence-plastering stage to its pres- 
ent position of eminence as an ad- 
vertising medium. 


Names Al Paul Lefton 

Bellevue - Stratford Hotel, Phila- 
delphia, has named Al Paul Lefton 
Company, Philadelphia, as its ad- 
vertising agency. 


To Carter-Thomson 
Lawrence I. Everling, formerly 
with Richard A. Foley Advertising 
Agency, Philadelphia, has joined 
Carter-Thomson Company, Phila- 
delphia, as account executive. 


Joins Garfinkel Agency 

William A. Morrison, formerly 
with Hastings Stores for Men, has 
joined the staff of Sidney Garfinkel 
Agency, San Francisco. 


| 
CHROMART 


PRINT FROM KODACHROME 
The one colorprint that FULFILLS 


every cxacting art-copy requirement 


PHOTOCHROME, 837 N. Fairfax, Hollywood 


a Overnight by Plane - 


“Tonic for Healthier Sales 
in New England 


ERE'S a stimulating 


tonic that has proven highly 


beneficial on scores of occasions. Especially ef- 


fective for undernourished cash registers and unrespon- 


siveness by dealers and consumers. 


One prescription is good for 13 weeks or longer and 


may be renewed at any 


time for any number of times. 


If your sales are anemic, you should give imme- 


diate treatment to get the benefit of tremendously in- 


creased buying power 
in one of America's 
most populous and 
prosperous markets, 
where employment is 


at an all time peak. 


Keyed by WNAC, The Yankee Network offers every- 
thing you need for maximum coverage, acceptance 
and results in all of the chief sales sectors of New 


England. 


No single station or small group can give the com- 
prehensive, all-inclusive overspread that The Yankee 


Network provides. 


And no "strangers from afar" receive the friendly 


welcome or possess the consistently loyal listenership 


that Yankee Network community stations have ac- 


quired by nearly two decades of service. 
Priorities in radio time in 1942 will go to foresighted 
advertisers who place their orders early. Will YOU 


be one of these? 


THE YANKEE NETWORK, nc. 


21 BROOKLINE AVENUE 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


BOSTON, MASS. 
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‘Printers’ Ink’’ Names 


Larrabee President 

Carroll B. Larrabee, since 1933 
managing editor of Printers’ Ink, 
has been elected president of Print- 
ers’ Ink Publishing Company, suc- 
ceeding C. Roy Dickinson, who has 
resigned to enter active army serv- 
ice as a lieutenant colonel. 

Mr. Larrabee joined the publica- 
tion in 1921 as associate editor. 
R. W. Palmer, formerly editor of 
Printers’ Ink Monthly, succeeds him 
as managing editor. 


CALIFORNIA 


“SALAD BOWL” State #1 

Produces 65% of U. S. Let- 
tuce—7 heads for every 
man, woman and child in 
U.S.A. A total of 16,087,000 
crates (over 40,000 car- 
loads) with a FARM 
VALUE of $22,000,000.* 
Lettuce is a year-round crop. 
It is harvested and shipped from 
Imperial Valley in Winter... 
Salinas Valley in Summer... . 
Interior and Northern Valleys in 
Spring and Fall. 
PACIFIC RURAL PRESS_ IS 
THE LETTUCE MAN’S BIBLE 
° . Irrigation practices—equip- 
ment for planting, fertilizing, 
and harvesting—market informa- 
tion — featured in every issue. 
Advertisers, for most effective 
| coverage of the truck crop mar- 
ket, concentrate in THE PACIFIC 
RURAL PRESS. 


Market 


_ -_ 


Around Its Shoulder /< 


the 


Rainbow 


The Market with 


*Federal-State Informa- 


tion Service. 


Palm Beach Line 
for Women to Get 
Heaviest Promotion 


New York, Jan. 29.— Important 
changes in the formula for Palm 
Beach fabrics, plus plans for ener- 
getic exploitation of the acceptance 
enjoyed in the men’s field, this week 
pointed to the probability that wo- 


men will be made more Palm 
Beach-conscious than ever during 
the 1942 selling season. 

Although offered for sale since 


1940 by S. Augstein & Co., which 
enjoys exclusive rights to Palm 
Beach fabrics on the distaff side, 
the line is expected to make its big- 
gest bid this year. The Augstein 
trademark, “Sacony,” will be tied 
in with Goodall Worsted Company's 
regular Palm Beach tag in all pro- 
motions. 

One of the reasons advanced for 
Sacony-Palm Beach high hopes is 
an “entirely new and welcome soft- 
ness” in the fabrics, achieved by a 
new formula consisting of 84 per 
cent rayon and 16 per cent wool, in 
contrast to the former composition 


of one-third cotton, one-third rayon 
and one-third wool. The new “cash- 
mere-like touch’ is expected to 
click with feminine buyers. 

Use 50-50 Plan 


In contrast with the Palm Beach 
merchandising policy announced 
several months ago when Ruthrauff 
& Ryan was appointed by Goodall 
Company to handle the men’s cloth- 
ing portion of the account, Sacony 
will continue the 50-50 cooperative 
advertising plan in newspapers that 
was formerly the bulwark of the 
Palm Beach merchandising setup. 

A preliminary survey of the pos- 
sibilities in the women’s field this 
week set the volume of newspaper 
advertising anticipated in coopera- 
tion with department stores and 
specialty shops throughout the 
country at 800,000 to 900,000 lines 
for 1942. In the initial promotion 
year, 
newspaper volume was about 25,000 
lines, but this was in the nature of 
a test in 17 cities. The first real 
push took place last year when co- 
operative advertising reached nearly 
500,000 lines. Current expectation 
is that the 1941 figure may be 
doubled in the months ahead, 


The new Palm Beach line for wo-| 


men includes slack suits and dresses 
retailing at $17.95, print dresses at 


NO 


PHOTO FINISH! 


year of 1941. 


Magazine No. 2 
Magazine No. 3 


Magazine No. 2 
Magazine No. 3 


Accounts. 


Magazine No. 2 
Magazine No. 3 


365.1%. 


First in Total Linage for the 


Popular Mechanics 


Popular Mechanics led magazine No. 2 
by 28% and magazine No. 3 by 127.2%. 


First in Display Advertisers. 


Popular Mechanics 


Popular Mechanics led magazine No. 2 
by 25.4% and magazine No. 3 by 131.1%. 


First in Exclusive Display 


Popular Mechanics 


Popular Mechanics led magazine No. 2 
by 142.2% and magazine No. 3 by 


200 East Ontario Street, Chicago °¢ 


Magazine linage records for the year of 1941 have 


been published in the advertising journals. These rec- 
ords show that Popular Mechanics finished far ahead of 
other magazines appealing to mechanically-minded men. 


Popular Mechanics. 3365 
201,110 Magazine No. 2 2593 
157,066 Magazine No. 3 1450 
88,518 Popular Mechanics led magazine No. 2 


132.1%. 


617 Popular Mechanics 9668 
401 Magazine No. 2 5923 
267 Magazine No. 3 3963 


143.9%. 


* 


200 


43 


New York e¢ 


First in Total Display Insertions. 


by 29.8% and magazine No. 3 by 


First in Classified Advertising. 


Popular Mechanics led magazine No. 2 
by 66.6% and magazine No. 3 by 


This five point domination of the field 
by Popular Mechanics must be due to 
the results obtained by advertisers. 

When you plan advertising for any 
83 goods men buy or have a hand in buy- 
ing—for the year of 1942—use adequate 
space in Popular Mechanics, the 25- 
Cent magazine—first in the mechanical 
field in linage, in advertisers, in exclu- 
sive accounts, in insertions, in classified. 


POPULAR/ ECHANICS 


intial 


Detroit ¢ 


* * 


Columbus 


1940, Sacony - Palm Beach | 
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KRISPY COPY USES HUMOR 


FROM 


HENRY KNOWS WHAT HE WANTS... by 73) Rice 


THE THOUSAND WINDOW BAKERIES 


Krispy Crackers...enjoyed by millions! 
No wonder Sunshine Krispy Crackers are 
80 popular! They're crisper, flakier, extra- 
flavorful. And they have an almost magic 
way of making the foods you serve them 
with taste better...much better! Try a 
package . . . Discover for yourself why 
Sunshine Krispy Crackers are known as 
“the crisper cracker.” 


OF LOOSE -WILES BISCUIT COMPANY 


A humorous vein marks the newspaper campaign just launched for Sunshine Krispy 


crackers by Loose-Wiles Biscuit Co., in 


| $19.95, and deluxe suits at $22.50. 
All garments last year were $17.75, 
| the same as the men’s line. Inci- 
| dentally, the latter’s price range 
‘this year will be $18.95 for regular 
Palm Beach suits, and $24.75 for a 
new line to be introduced. 

From time to time in the past 
Sacony-Palm Beach copy has re- 
ferred to the fabric’s widespread 
acceptance among men with such 
headlines as, “Man’s Monopoly 
Broken” and “We Borrow Palm 
Beach Suits from the Men,” but this 
year more emphasis than ever will 
be placed on the theme, “Approved 
by U. S. Males.” 

Morton Freund agency directs the 
Sacony account, which is handled 
independently of Palm Beach pro- 
motion for men. 


Red Cross War 
Fund of New York 
Asks Cooperation 


New York, Jan. 28.—The commit- 
tee on space solicitation of the Red 


Cross War Fund of Greater New 
York will urge 400 advertising 
agencies, 1,500 local corporations, 


and all local publications to sponsor 
advertisements for the fund or in- 
sert its message in future copy. 
Chairman of the committee is Dud- 
ley L. Parsons, publicity manage) 
of the New York Trust Company. 

Ted Patrick, associate copy direc- 
tor of Young & Rubicam, has super- 
vised preparation of suggested copy 
which is being mailed to advertisers 
throughout the city. Edward Noakes, 
vice-president of Cecil & Presbrey, 
is in charge of production. The 
fund’s headquarters are located at 
57 William street. 

Arthur Kudner, president of 
Arthur Kudner, and James M. Cecil, 
president of Cecil & Presbrey, are 
space solicitation advisers, as well 
as being chairman and vice-chair- 
man, respectively, of the local war 
fund's committee on public infor- 
mation. Others participating in the 
advertising plans are Louis Dean of 
Arthur Kudner, who is chairman of 
the radio committee, and Russel K. 
Jones of Newell-Emmett Company. 


Paris Joins Cantor 

Martin Paris, formerly of the ad- 
vertising staff of the Philadelphia 
Public Ledger, has joined the re- 
tail promotion department of Solis 
S. Cantor Advertising Agency, 
Philadelphia. Ethyl Foster has been 
placed in charge of the agency’s 
radio department. 


Carlin to Olian 


Tobin C. Carlin, formerly in the 
advertising department of Wagner 
Electric Corporation, St. Louis, has 
joined Olian Adverising Company, 
St. Louis, as research director. 


To Strang & Prosser 


Joseph Maguire, formerly on the 
Pacific Coast edition of the Wall 
Street Journal, has joined Strang & 
Prosser Advertising Agency, Seattle, 
as vice-president in charge of pub- 
lic relations. 


200 cities. Newell-Emmett Company 


handles the account. 


Cartoons Mark 
New Copy for 
Krispy Crackers 


New York, Jan. 28.—Inauguratit g 
a new copy approach for Sunshine 
Krispy crackers, featuring cartoons 
by George Price, William Steig and 


others, Loose-Wiles Biscuit Com- 
pany launched a newspaper cam- 
paign this week in 200 cities 


throughout the country. 

The advertisements, appearing on 
a once-a-week schedule, will sup 
plement copy already running in 
The American Weekly, This Weck 
Magazine and the First Three Mar- 
kets group. 

First insertion of the new drive, 
in light humorous vein, is captioned 
“Henry knows what he wants... ,” 
with “Henry” bouncing out his 
chair and hitting the ceiling because 
his wife’s supply of Krispy crackers 
has given out. Subsequent copy in 
the series will also follow the hu- 
morous style. Newell-Emmett Com- 
pany is the agency. 


Asks Station Permit 

The Atlanta Constitution has re- 
quested the Federal Communica- 
tions Commission’s permission to 
construct a high frequency radio 
broadcasting station. ; 


Te Lecture at NYU 


John Roche, of the radio depart- 
ment of N. W. Ayer and Son, New 
York, will conduct a 15-week eve- 
ning course in commercial radio 
writing at New York University 


200 


oOVNAMIC 
SUBJECTS 


Lb | ! 
STOCK PHOTOS 
KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 
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THE ON/Y MAGAZINE DEVOTED 
ENTIRELY TO REPORTING & 

* SPOT ANALYZING and FORECASTING 
EACH WEEK THE. NEWS 
f OF NATIONAL AFFAIRS 
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What About 


Advertisers probably do not need | 
to be reminded that they are af-| 
fected by the same rules of censor- 
ship that have been set up for| 
media. The restrictions which ap-| 
ply to circulating information which | 
may be of value to the enemy relate | 
not only to editorial material or 
radio comment, but also to anything 
which appears over the signature or 
with sponsorship of an advertiser. 

We believe that those who have 
been charged with the enforcement 
of the censorship program realize 
that they are faced with an unpleas- | 
ant but necessary task. In wartime 
many of the-freedoms which we are | 
accustomed to enjoy are dispensed | 
with for the duration, and editors 
and advertisers are cooperating with | 
good spirit not only with the letter | 
but the intent of the law. Never- 
theless, human nature being what it 
is, and differences of judgment be- 
ing what they are, it is certain that | 
there will be controversial situa-| 
tions in which either censors will be | 
regarded as having exercised poor | 
judgment, or editors and advertis-| 
ers will be accused of having over- 
stepped the bounds. 

As a nationally famous editor said 
recently, in addressing a group of | 
advertising executives, no one is 
intimidated by the threat of fine or| 
imprisonment because of running | 
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| operate; 


| publication. 


Business Papers, 
Federation of America 


Censorship? 


counter to the rules and regulations 


laid down in the administration of | 


the censorship program, but no one 
wants to be labeled an enemy of his 
country. Yet editors, and to a lesser 
degree advertisers, have a responsi- 
bility for circulating information 
which will aid public morale, assist 
in the war effort and provide con- 


structive criticism when this is 
necessary. 
We have heard of instances in 


which publications have been ques- | Postal Hocus-Pocus 


tioned regarding editorial content 


which contained not factual infor-| 


mation, but merely expressions of 
opinion—certainly a field in which 
censorship should not attempt to 
and there are also cases 
where advertisers have been ad- 
vised that copy dealing with certain 


types of war production or similar | 


activity is not proper material for 
In each case it was 
necessary to determine whether the 
judgment of the editor or advertiser, 
or that of the censor, was correct. 

We do not believe that the cen- 
sorship situation will become more 
difficult, provided good faith is con- 
stantly in evidence on both sides. 


| The objectives of censorship are im- 


portant; the only question relates to 
its enforcement. We have reason to 
| expect good feeling and coopera- 
tion on both sides. 


Public Service Advertising 


Much of the advertising which is| 


appearing at present is not product 
promotion; it relates to company 
policies and public’ information 
service. In earlier days it would 
have been labeled “institutional” 
without question, and that would 
have been a satisfactory term, re- 
garded as a general classification. 
The connotation of the phrase, 
however, is bad. It suggests that 
an individual company is spending 
money and using valuable white 
space to pat itself on the back. Yet 
actually most of the current copy 
is doing a lot more than that. It 
is helping to make the public aware 
of what is being done to speed our 
war program; it is building enthusi- 
asm and high morale among indus- 
trial workers on whose efforts the 
attainment of our production goals 
depends; it is informing consumers 
of how to use and conserve scarce 
materials; it is enabling the civilian 
population to adjust itself to 
changes in familiar products, and 
it is painting a picture of a better 
world in which we may hope to live 
after the war is victoriously con- 


| cluded. 
All of this helpful advertising 
might be called institutional, and 


yet we think a far better term could 
and should be devised. Because it 
represents primarily a_ service of 
information to the public, and be- 
cause it is valuable to the nation in 
enabling rapid adjustments to be 
made to war conditions, we believe 
it might well be designated by the 
term “public service advertising.” 

Certainly this kind of advertising 
has a selfish interest, in that it pro- 
motes good relations between the 
advertiser and his workers, his com- 
munity, his customers and the pub- 
lic in general; therefore it is a 
legitimate and useful activity, which 
will strengthen his position as a go- 
ing enterprise, and in many cases 
pave the way for the important task 
of post-war adjustment. But it also 
serves the national interest, and is 
inspired by the desire to contribute 
directly to successful prosecution of 
the war effort. 

There may be a better term than 
“public service advertising.” What 
do you think? 
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|from including this tidy 


© ~_ | one Times, Ine 
Kea. & Pat Off, All Rta Res 
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"| never will get this recipe right if they keep butting in with bulletins! 


——— 


INTERFERENCE ON THE AIR LANES 


Chicago Times Syndicate. 


So far 


I've got one cup of flour, one Jap cruiser sunk, two eggs and the blackout 
instructions for tonight!" 


Ad-libb 


If there were no other imaginable 
reason for 


tional Publishers Association, your 
Ad-libber would still admire him 
greatly because of the yearly bulle- 
tin he sends to members comment- 
ing on the Postmaster General’s an- 
nual report. Your Ad-libber finds 
Mr. Lucas’ report on the Postmas- 
ter General's report fascinating for 
a number of reasons, not the least 


of which is his great admiration and | 


respect for any man who has the in- 


| tellectual capacity and the physical 


stamina to wade through a report of 
the Postmaster General and trans- 
late it into a document of a mere 
2,000 words or so which your 
libber can actually comprehend 
(dimly, it is true) if he applies his 
mind to it. 

So let us take a 
Lucas’ report on the Postmaster 
General's report. It seems, first off, 
that the current Postmaster General 
(forgive us for 
name, but Mr. Lucas got along fairly 
well without doing so, and the U. S. 


squint at Mr. 


| Government Manual is not accessi- 


ble) does not see eye to eye with 
his predecessor, Jim Farley, on ac- 
counting procedure. Consequently, 
whereas Mr. Farley used to show an 
operating profit by giving himself 
a credit in the stamp books for the 
revenue he would have collected 
from Senators and Congressmen 
and similar facile letter-mailers if 
these gentlemen had affixed stamps 
instead of signatures to their en- 
velopes, and a further credit for air 
mail subsidies, the present Post- 
master General deliberately disdains 
imaginary 
sum of $58,837,000, and as a result 
writes his operations for the year 
ended June 30, 1941, in red ink to 
the tune of $26,963,000. 

During this twelvemonth, Mr. 
Lucas says, mailings of second class 
publications, including free-in- 
county, aggregated 1,382,446,027 
pounds, an increase of 2.84 per cent 
over the previous year. (Your 
mathematical Ad-libber figures that 
this is almost exactly ten pounds of 
edible second class mail per person 
per annum.) The total weight of 
advertising portions of publications 
was 427,549,251 pounds, an increase 
of 4.72 per cent over the previous 


| year; 


admiring George Lucas, | 
executive vice-president of the Na- | 


|liecations paid $25,724,960 


Ad-} 


not mentioning his) 


| writing things, 


portions was 631,532,852 pounds, an 
increase of 0.93 per cent. 

Mr. Lucas further reports that 
2,141 second class publications dis- 
appeared from the Post Office’s list 
of clients during the year, whereas 
111 fewer new customers entered 
the division, leaving 26,189 publica- 


the total weight of editorial | 


| products. 


| 
| 


| 


lnformation 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nations! 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1937. Data on Defense Buil: - 
ing. 
This broadside, issued by tile 


Muskogee Phoenix and Times Der, - 
ocrat, displays news items which 
have appeared in these papers rv- 
cently relative to defense projec 
under construction in the Muskoge», 
Okla., trade area. A map poin's 
out Muskogee as the center of de- 
fense work in eastern Oklahom:, 
and a table summarizing the pro. - 
ects shows they add up to a total 
of $109,000,000. 


No. 1938. 1941 Annual 
Products Survey. 


The Sacramento Bee has issued 
this new edition of its annual grocery 
products survey covering about 600 
individual items in 55 classifications. 
The tabulations show, among other 
details, the brand names, percentage 
of distribution, 1940 and 1941, and 
sales ranks for both years. 


No. 1939. Case Histories. 

Kay Displays, Inc., has issued this 
portfolio, which illustrates  out- 
standing display successes of some 
of the leading national advertisers. 


- Grocery 


No. 1880. Builders Who Buy. 


A survey of American Builder 
subscribers provided the informa- 
tion for this report, which analyzes 
the publication’s market for building 
Graphs and tables show 
the number, type and value of resi- 
dential and non-residential projects 
constructed during one year, and 
the average annual volume per 
reader by vocational classification 
and by size of community. 


tions with second class privileges at | No. 1898. Facts About Newsweek's 


the close of the year. These pub-| 
in rev- 
enue to the Post Office during the 
year, but, according to the Post Of- 
fice’s method of allocating operating 
expense, their handling resulted in 
a loss to the Department of $83,- 
519,746 during the year. 

Mr. Lucas, as you may have sus- 
pected, takes a number of excep- 


tions to the bookkeeping methods | 


of the Post Office Department in 
this particular. He asserts, for ex- 
ample, that if all second class were 
eliminated, the Post Office could 


not save more than $10,000,000 in| 


expenses, at least for the first year, 
and therefore its deficit would be 
$15,000,000 greater, rather than 
smaller. 

The petty arguments over paltry 
millions of dollars do not intrigue 


Audience and Market. 


Newsweek has issued two sets of 
charts—one, dealing with market 
facts for business and_ industrial 
advertisers—and the other, a study 
of Newsweek’s readers. The reader 
analysis shows the number of read- 
ers and number of families, their 
income, spending ability, use of 
products, and purchasing plans. 
The other set of charts shows an 
analysis of readership among busi- 
ness men, industrial executives and 
government officials. 


No. 1892. The Nation’s 
Board of Agriculture. 
The story of radio and the farmer 
is told in this brochure, issued by 
National Broadcasting Company, 


Bulletin 


| which reminds the reader that the 


National Farm and Home Hour 


| celebrated its four thousandth con- 


us. What does intrigue us is that 
vision of each man, woman and| 


child in this land of ours staggering 
under the load of a full ten pounds 
of second class reading matter. 
(The “second class,” you under- 
stand, refers to its postal rating, 
and not to its quality.) Cancel out 
the huge segment which can’t or 
won't read because of age, infirmity 
or 
and add on the vastly greater mass 
of reading matter that doesn’t go 
through second class postal chan- 
nels, and you get some idea of the 
size of the reading assignment 
which we have given ourselves. 
And yet so many of us keep on 
filling fallen forests 
with words we hope will meet an 
appreciative and understanding eye. 


Jottings 

Nomination for the most 
propriate song of the week: “Silver 
Threads Among the Gold,” played 
on a jamboree program of WAIT, 
Chicago, immediately after a long 
and ultra-enthusiastic announce- 
ment about how KolorBak banishes 
gray hair worries. . 


inap- 


| ers. 


previous condition of servitude, | 


/acceptance in the way of public'ty 


city’s growth in consumer in‘ 
' 


tinuous broadcast a short time ago. 
The story relates the history of the 
program and shows how “radio 
spans the distance between city and 
farm and unifies a nation of listen- 


No. 1867. 
Wagon. 
In this folder, Better Homes & 
Gardens tallies up its account, and 
shows how it stands—first half of 
1941—in advertising and editorial 
linage, circulation and_ prestizé. 
Illustrated are examples of trade 


Hotter’n a Little Red 


point-of-purchase promotion «nd 
dealer response. 
No. 1912. Mr. & Mrs. Houston 


Have More to Spend. 
A graph of payrolls in Houston, 
1929-1941, heads this page of ! 
issued by The Houston Chronic'e © 


show the selling opportun tes 
offered by this trading area. 4” 
other graph and the explan®tory 


text show how the Chronicle’s “- 


culation has kept pace with the 
me. 
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PRIMER STYLE 


NESCAFE 
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The “picture story" technique features 
this new copy for Nescafe, part of an 
expanded drive for the coffee extract, 
using magazines and more than 100 
newspapers. Leon Livingston Advertis- 
ing Agency handles the account. 


Adopt Primer | 
Style Copy for | 
Nescafe Campaign 


New York, Jan. 28. — Featuring 
“picture story” copy patterned) 
after a child’s primer, Nestle’s Milk | 
Products has launched an expanded | 
spring campaign for Nescafe coffee | 
extract, adding Ladies’ Home Jour- 
nal to the Life schedule. Insertions | 
will also continue in more than 100) 
newspapers in as many cities. 

Copy is divided into two columns, 
one headed “How we make it” and | 
the other “How you make it.’ | 
Economy and the presence of carbo- 
hydrates such as dextrins, maltose 
and dextrose, are emphasized. The 
560-line insertions will also appear 
in rotogravure sections of various 
metropolitan newspapers. 


Radio Used on Coast 


Leon Livingston Advertising 
Agency, San Francisco, previously 
handled Alpine Milk, a Coast brand, 
and two years ago started a cam- 
paign for Nescafe. Following initial 
success, national distribution of the 
product was achieved. Nestle’s is 
currently contesting a Federal Trade 
Commission complaint charging that | 
Nescafe is not coffee and cannot be | 
advertised as such (ADVERTISING | 
AGE, Jan. 26). 

Radio also is being used to tell | 
the Nescafe story of a time-saving, | 
flavor - sealing coffee preparation | 
which can be easily spooned into a 
cup and which, with addition of hot | 
water, “gives you all the flavor and | 
all the ‘lift’ you expect in a good) 
cup of coffee.” Starting Feb. 3, the! 
morning comedy show, “Breakfast | 
Club,” will be used in a new West) 
Coast campaign for Nescafe over | 
Stations KFRC, San _ Francisco, 
KHJ, Los Angeles, KGA, Spokane, | 
KALE, Portland, KOL, Seattle, and 
KMO, Tacoma. The program will 
be sponsored Tuesdays and Thurs- 
days from 8:15 to 8:30 a. m. 


} 


at 800 K.C. 


5000 
WATTS 


(Dey and Night) 


MUTUAL BROADCASTING SYSTEM 


WPB Tightens 


Rubber Edict, 
Sets New Figure 


Washington, D. C., Jan. 27.—Such 
“non-essential” rubber goods as ath- 
letic equipment, garden hose, eras- 
ers, and heels for footwear can be 
made only from reclaimed rubber 
in the future, the War Production 
Board has ruled in an amendment 


| to the rubber conservation order. It 


will have the effect of reducing the 
amount of crude rubber and latex 
available for a wide variety of civi- 
lian goods by about 75 per cent 


below recent annual consumption. 


The order set up. percentage 


figures of the amount of rubber to 
be used for various necessary pur- 
poses, as compared with consump- 
tion for the same purposes during 
the year ended March 31, 1941. 
Printing and publishing will be per- 
mitted to use 80 per cent as much 
rubber as was consumed in the base 
period. Printers’ rollers, engraving 
and printing plates, offset blankets, 
cutting rubbers and suction cups for 
printers’ equipment will be affected. 

With respect to products which 
may still be made, WPB has ordered 
that their manufacture must be in 
conformity with specifications laid 
down by its edict. Technical studies 
are being made looking toward fur- 
ther conservation, and until these 
are completed producers will not be 


allowed to increase the rubber con- 
tent of any product. 

In certain cases, such as the man- 
ufacture of all types of tires, casings 
and tubes and for retreading and 
recapping materials, specific permis- 
sion to use crude rubber or latex 
must be obtained from WPB. This 
does not apply to reclaimed rubber. 


John Hardy Elected 

John Hardy, Record, Cannon City, 
was elected president of the Colo- 
rado Press Association at its annual 
convention which closed Jan. 24 in 
Denver. Other officers are: Rae}! 
Laird, Register-Call, Central City, | 
vice-president; Otis Moore, Times-| 
Call, Longmont, treasurer; and Ed-| 
win A. Bemis, Independent, Little- | 
ton, secretary and manager. | 


“Journal” Draws Ban 

Inadvertent publishing of a liquor 
advertisement on which the Georgia 
State Revenue Department had 
withdrawn its approval has resulted 
in the commission's prohibiting the 
publication of liquor advertising in 
the Atlanta Journal for an indefi- 
nite period. The paper has stated 
that it will abide by the depart- 
ment’s decision, and will not take 
the matter into the courts. 


Exclusive Genuine Wet 
Process Insulators Eliminate 
Shorts 


Perma- 


Electrical 


A word to do a lot of thinking about 


As a nation, all of us have recently 
become sharply aware that certain 
things are essential, others are not. 
For many of us that is a new ex- 
perience. But it isn’t for farm 
people. They have had many long 
years of judging essentials. It is 
inherent in the way they earn their 
living, and in the way they live. 
Even in depression times, they 
clung to their subscriptions to 
farm publications. Here was an 


essential. For these publications 


pointed the way to prosperity and 
happier living. 

Now, when good times have 
returned, and returned to stay, 


their farm publications assume 


AGRICULTURAL 
PUBLISHERS» 
ASSOCIATION 


an even greater importance. 
They are helping thirty million 
farm men, women and children 
carry on their greatest task—feed- 
ing and clothing a world at war. 

This very quality of being 
essential makes farm publications 
the most resultful medium you 
can use for advertising to this 
thirteen billion dollar market. 
Agricultural Publishers Associa- 
tion, 333 N. Michigan Avenue, 


Chicago, Illinois. 
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RUMOR STIFLER 


“Tam planning a trip 
to Southern California || 
Please tell me...” | 


| 
] 
| 


Se tpn pape pga 1 aes | 


trave 


anewee 


anewee 


2 mte mr ORM On 


ae we we ee ee ee ee 


The All-Year Club of Southern California 
ran this 504-line copy in newspapers of 
11 major Midwest and Eastern cities last 
week to assure prospective tourists that, 
despite rumors of blackouts and closed 
highways, the resort area is enjoying 
normal travel and stands ready to pro- 
vide recreation for one and all. 


Salesmen’s Cars 
Going, Willis 
Tells Sales Group 


Chicago, Jan. 26.—Addressing a 
luncheon meeting of the Chicago 
Manufacturers’ Representatives As- 
sociation today, Paul S. Willis, pres- 
ident of the Associated Grocery 
Manufacturers of America, declared 
that for the duration salesmen will 
have to substitute rubber heels for 
rubber tires, and that sales organ- 
izations must learn to carry on 
without the use of cars. Some man- 
ufacturers, he added, have already 
told their salesmen to put their cars 
in dead storage. 

“If management says to you to 
take the automobiles away from 
your salesmen,” he advised his lis- 
teners, “‘do it; then find out the best 
way for your men to get around. 
Salesmen, in other days, did a good | 
job without automobiles. poet 


heels, once more, will take the place 
of rubber tires.” 

Mr. Willis warned the manufac- 
turers’ representatives that they will | 
probably find it difficult to persuade | 
jobbers to fill specialty orders; that | 
territories may be put on an allot- 
ment basis; that territories may be} 
changed as to size; that manufactur- 
ers may find it necessary to elim- | 
inate certain sizes, change the style} 
of packing, adopt new standards, | 


A COMBINATION 


as unique as it is 


PROFITABLE 


{ Southern New England's fore- 


s most radio station. 


The area that leads all America 
a in spendable income. 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 
The Trovelers Broadcasting Service 
, Corporation ial 


Member of NBC Red Network ond 
Yonkee Network 
Representotives: WEED & COMPANY 
New York, Chicago, Detroit, Son Francisco 


new formulas, etc., and_ restrict 
guarantees against price declines. 


Warns of Hoarding 


Impartial distribution of goods 
both to trade outlets and consumers 


_is highly important, said Mr. Willis. 


Hoarding either by the trade or 
consumers leads to shortages and 


to rationing. Permitting favorite cus- | 


tomers to overstock on short items 
creates artificial shortages, panicky 
customers and needlessly high 
prices, he said. 

Mr. Willis predicted the elimina- 
tion of many promotional activities 
in the food business, such as food 
shows, exhibits, programs, etc. 

Arthur H. (Red) Motley, vice- 


ing Company, gave the sales execu- 
tives a rousing talk on the impor- 
tance of salesmanship and the part 
it will play now and hereafter, es- 
pecially in enabling American busi- 
ness to keep its bigger production 
facilities going after the war. 

“We were unprepared for war,” 
he said, “let’s not be unprepared 
for peace.” 

He urged salesmen and sales ex- 
ecutives not to permit themselves to 


| become paralyzed by too much re-| 


flection, but to make commitments 
|for action. There are no uninter- 
|esting jobs, he added, only uninter- 
| ested job-holders. 

| He predicted larger use of women 
|in retail food selling, greater use 


food products, simplification of food| Rids Air Corps 
lines, more cash-and-carry jobbers, | 


and increased development of lines 
such as fruit juices. 


Blacks Out Signs 


Neon or other illuminated signs 
have been prohibited under the 
Defense of Canada _ regulations 


throughout the province of British | 


‘Columbia from sunset to sunrise. 
Similar regulations blacked out 
store windows after business hours. 


ANA Elects Simmons 


Simmons Company, New York, 
| has been elected to membership in 
'the Association of National Adver- 
|tisers, New York. J. W. Hubbell, 
assistant to the president, will rep- 


president, Crowell-Collier Publish-| of dehydration in preparation of! resent his company in the ANA. 


—— 


Advertising and graphic arts men 
in Illinois, Wisconsin and Michis 
invited to contribu 


have been 


their services to further the interes: 
of the Army Aijir Corps, 


Mathisson, 


Sixth Corps Area Aviation Cade 


©. 


secretary-treasurer 
Standard Photo-Engraving Co, 
pany, Chicago, and chairman of t 


Council, has announced. The coun- 
cil is applying modern merchand 


irg methods to recruiting 


vrea. 


Adds J. E. Kloville 


Joseph E. Kloville, formerly sp: 


in t 


cial representative of Retail Repo: 
ing Bureau, has joined Meyer Boi 
simili: 


Company, 
capacity. 


Chicago, 


in a 


Students were startled last 


4,179 students quizzed. 39 


June when a swarm of reporters 


descended on them to pick their brains on ‘What Will 
College Men Wear This Fall?’’ The Saturday Evening 
Post was conducting its First Annual Poll of College Style. 


campuses invaded. CORNELL, 


DARTMOUTH, FORDHAM, HARVARD, MINNESOTA, NORTHWESTERN, 
STAMFORD, YALE, to name a few. College-by-college results of 
Poll were made available to stores in a huge style portfolio 


COME IE AND 
Stl TEE 


fost POLL 


POR 1941-42 


2 


COLLEGE STYLE 


244 first-rate men’s wear stores were privileged to displa\ 
Post Poll of College Style Portfolio. These 244 stores 
knew what would be fashionable with college men this 


Fall. They could steer their buying intelligently, and steer 
their customers’ buying intelligently, too. Students from 


every state in the Union consulted style portfolio—cheered 
its authenticity! Most participating stores reported gratify- 
ing sales and many wired: ‘“‘Make it an annual event!”’ 
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ADVERTISING AGE 


" Bdmen in the 
Armed Forces 


H. M. Beville, Jr., head of NBC’s 
research division, has been called to 
active service. He’s a first lieutenant 
of infantry, reserve, and for the 
present is stationed at Governors’ 
Island. Barry Rumple, chief NBC 
statistician, is pinch-hitting for Mr. 
Beville. 

Raymond C. Firestone and Leon- | 
ard K. Firestone, sons of the late) 
Harvey S. Firestone and both ex- 


Firestone, who heads the Firestone 
Tire & Rubber Company of Tennes- 
see, is a second lieutenant in the 
field artillery reserve. Leonard 
Firestone, president of the Firestone 
Aviation Products Company, has 
asked for a commission in the naval 
reserve. 

Bob Wartman has left Gardner 
Advertising Company, St. Louis, for 
Fort Leonard Wood, where his com- 
pany is awaiting orders for assign- 
ment to active duty. His outfit is 
Company “L,” First Infantry, 6th 
Division. 

Capt. C. Stedman Chandler, pro- 
motion manager, Pacific Coast Di- 


ecutives of Firestone Tire & Rubber| vision, Bureau of Advertising, 
Company subsidiaries, have applied American Newspaper’ Publishers 
for active Army duty. Raymond! Association, has been summoned to 


active duty in the infantry reserve. 
He has been with the bureau since 
its inception in 1938. 

Leonard Rubin, formerly sales 
manager, Gilliams and Rubin, Inc., 
stereotyper, has enlisted as a mem- 
ber of one of the service units, 
stationed at Fort Jay, Governors’ 
Island. 

Douglas M. Allen, Jr., son of the 
president of Allen, Heaton & Mc- 
Donald, Cincinnati agency, is being 
inducted Feb. 2 as a U.S. Army fly- 
ing cadet. He has been a feature 
writer on the Cincinnati Times-Star 
since his graduation from Yale Uni- 
versity in 1938, and is secretary of 
the Cincinnati Press Club. 

Thomas M. Hamilton, member of 
the Cincinnati Enquirer's advertis- 


: : | 
ing staff, has been called back to ac- 
tive army service. He served with 


the Headquarters Battery, 62nd 
Field Artillery Brigade, 37th Di- 
vision, but was honorably dis- 


charged last October when his age 
topped the temporary 28-year level 
then in effect. 

William R. Denslowe, formerly 
assistant to the manager of WGN, 
Chicago, will report to the armored 
force replacement training center, 
Fort Knox, Ky., as first lieutenant 
Feb. 4 

Wilfred Guenther, general man- 
ager of WLWO, Cincinnati, key sta- 
tion of the Latin American network, 
has reported for Navy duty. He 
holds a commission lieutenant, 
junior grade. 
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One student, for example, bought $342 worth of college 
clothes at a Fort Wayne store after consulting Post Port- 
folio of College Style. Another store in Spokane, Wash., 

during last week in August and the first two weeks in Septem- 

ber, showed a 79.2‘¢ sales increase over the same period last 
year. ‘Directly the result of tying in with Post Poll.” 
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Hundreds of extravagant letters and telegrams flooded in 
from dealers, boasting a healthy cash-register situation. 
™ 34 letters came in from the industry stating Post Poll was 
Outstanding service to whole industry ”’’ (P. S. Recently 
18,667 customers of men’s wear stores voted on the question, 
In what weekly magazine do you pay most attention to adver- 
tising?’? The Post came in first with a 70% lead.) Where 
Would you advertise men’s furnishings after that evidence? 


_ O'Neil Co. 
FW nadie & Riley, Ine. 
George Muse Clothing Co. 
Issac Hamburger & Sons 
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.R. er | 
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The Wm. H. Block Co. 
Woolf Brothers 
Desmond's 
Levy —_ 

t ros. 
Jusamberger & Co. 
J. Johnecn Avenue 
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The Denver Dry Goods Co. 
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G. Fox & Co. 
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Seales & Co., Inc. 
The Outlet Company 
ke Bros. 
So Brothers & Co. 
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Post advertisers got extra publicity from 244 stores. Pages 

and pages of newspaper advertising run locally by men’s 

wear stores and department stores. Clippings checked 
total 87,222 lines of advertising worth $20,933.28. 166 photos 
of store windows and interiors poured in. Dealers know it 
pays extra dividends to push Post-advertised merchandise. 
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TRE ATLANTIC BEFIiNING ComMPaAnT 


This copy, explaining the vital role of the 

oil industry in wartime, was carried in 

50 Atlantic Seaboard newspapers. The 

sponsor, Atlantic Refining Company, is 

mentioned only in the signature. N. W. 
Ayer & Son is the agency. 


Trim Ad Proofs 
as Conservation 
Move, Store Urges 


New York, Jan. Paper con- 
servation has dictated a curb on the 
| liberal supply of proofs furnished 
| to advertisers, Natt S. Getlin, adver- 

tising director, New York Post, re- 
| ported today, in citing the voluntary 
| move made by Hearn’s department 
| store here. 

Herman Resnick, advertising pro- 
| duction manager of Hearn’s, wrote 
to Mr. Getlin as follows: “In check- 
ing over the quantity of insert and 
wait order proofs we received from 
the Post, we find that you send us 
25 coated stock insert proofs, 50 
newsstock insert proofs and 50 wait 
order proofs. 

“In the interest of national de- 
_fense and in order to preserve paper 
| against a possible shortage later, we 
| suggest that you cut down the num- 
| ber of proofs to 15 coated stock in- 
| serts, 40 newsstock inserts and 30 
| wait order proofs.” 

Mr. Resnick also suggested that 
all envelopes used for dispatching 
copy be returned to the advertiser. 


Starts Daily 


A new tabloid daily, called the 
Fort Daily News, has been started 
| in Fort Atkinson, Wis., by Ray 
| Breitweiser, editor and publisher of 
the Fort Weekly News, which is 
continuing publication as formerly. 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


A Bad Egg 


To the Editor: You will perhaps 
be interested in the enclosed proof 
showing how we took a brown egg, 
painted a Jap caricature on it, then 
broke another egg and placed the 
“Jap” egg in the middle of the goo, 
proceeded to photograph it, and su- 
perimposed the type matter over it. 

The Bowman Dairy Company is 
using it for the cover of the Febru- 
ary issue of their house organ, 
“Bow’an Arrow,” to promote the 
sale of defense bonds. 

H. J. MAWICKE, JR., 

Pontiac Engraving and Electro- 

type Company, Chicago. 

> & 


Moral Courage Called 


Business’ Basic Need 

To the Editor: Are we broadcast- 
ers of gloom? 
new blitz-like edicts from Washing- 
ton. There can be no doubt that 
the government administrators is- 
suing these edicts know what they 
are doing. The sole purpose is to 
win the war . at any cost and at 
any sacrifice. Countless readjust- 
ments to every phase of business 
enterprise are being made. 

Edward Kimball, one of Amer- 
ica’s great philosophers, once said, 
“Opportunity is infinite, perpetual, 
always present, an inalienable fact 
of man’s existence.”” How does this 
apply to our own business? Does 
this mean there is an opportunity 
to make a million dollars in the ad- 
vertising business? If it does, then 
we are on a detour, and would do 
well to take a mental inventory of 
our attitude toward the business in 
which we are engaged. 

With no thought of being a wish- 
ful dreamer, nor assuming that all 
is well when it isn’t, our problems 
can best be solved by exploring the 
opportunities which are inevitably 
available — opportunities to express 
and develop intelligent ideas, backed 
up with initiative and integrity. Op- 
portunities to express useful and 
helpful activity are never rationed 
—war or no war. There is no lack 
or limited supply of inspiration. 
That is something which is in the 
hearts of men. It cannot be turned 
off and on like a radio. It is the 
very heartbeat of business. It comes 
to us most often when we are think- 
ing less of self-interest and when 
we are motivated by a fervent de- 
sire to be useful and helpful in our 
relations with each other. 

What we need most today in busi- 
ness is moral courage. The other 
day a prominent business executive, 
in reviewing the outlook for busi- 
ness in 1942, could see nothing but 
chaos and despair ahead for every- 
body. If there is anything funda- 
mentally wrong with business, it is 
this type of thinking, which is alto- 
gether too prevalent among many 
businessmen today. The presence 
of this type of thinking always 
manifests itself in business. 

No, there is nothing wrong with 
business. If there seems to be, it is 
merely a false concept which can 
and should be corrected if we are 
going to stay in. 

J. H. SAWYER, JR., 
Sawyer-Ferguson-Walker Com- 
pany, Chicago. 

v v v 


Johnson Solves the 
Tipping Problem 


To the Editor: A novel method of 
using Defense stamps for tipping 
purposes is being employed by Hal 
Johnson, advertising manager of 
Blatz Brewing Company. Instead 
of leaving cash for tips, Mr. John- 
son gives the bellhop, waiter or 
Pullman porter a Defense stamp at- 
tached to the back of his business 
card. 

The back of his regular business 
card is neatly imprinted’ with, 
“Thanks for the Service,” and a spot 
for affixing a corner of any denomi- 
nation of Defense stamp, so that it 
can be easily detached. On one side 
is “Remember Pearl Harbor,” on 
the other the “V for Victory” slogan, 
and across the bottom, “Buy United 


Each day brings us| 


BUY BONDS AND "SMASH HIM" 


SMAS “HIME 


. 


es. 
, 


2g 
BUY U.S. DEFENSE BONDS 


-.- NOW! 


SBOWMAN EGGS ARE NOT LIKE THIS 


The Jap fares badly on this cover for the February issue of 
house organ of the Bowman Dairy Co., 


“Bow'an Arrow,” 
whose eggs definitely are NOT bad. 


States Defense bonds and stamps.” 
Mr. Johnson reports that he is 
getting a very good reaction. 
N. H. PUMPIAN, 
Director of Media, Henri, Hurst 
& McDonald, Chicago. 


. vo. 2 
This Week Only! 

To the Editor: Having been in 
the advertising business all my life 
and now having nothing else to do 


but find fault with the other guy, I 
am always looking for a chance to 
take a crack at some poor devil who 
is depending upon his ability to sell 
merchandise by the printed word 
for a living. 

The enclosed clipping is an ex- 
ample of how a factory matrix can 
gum up your meaning in the adver- 
tisement. Chances are the man that 
laid out this ad had no idea of the 


way it would sound—if you read 
only the headline—and how many 
people read more than the head- 


line 
I just considered this a good ex- 


LIMITED 


4. Mecomvmend 


Is Inetuded with 
Each Hosiery Purchase 


Oe oe ee 
penery deperimen! he went te oe 
vine Te 98 he praper care of Mone 


That Beautiful Bare-Leg Look! 
NO-SEAM NYLON 165: 
Wear he terkings the mos! giamorous women m Ame: 


ge he bene cneghy 
um and beauty 


«woe! The wok 
yoked seame inrever! That give 
cot! Wea: thom 


you ene 
2nd SEWN otmaomy eyes an yeu 


The proof reader might have suggested 

that the phrase “This Week Only!" would 

have looked much better if not placed 

directly under the heading of the adver- 
tisement. 


ample of a “bull” 
proof reader. 
LEONARD B. SHICK, 
Indianapolis. 


vgfwyr 
A Solid Wartime Theme 

To the Editor: Thanks for 
“head” and the idea. 

We refer to the headline on the 
Aluminum Company of America 
story in the Jan. 12 issue of ApvER- 
TISING AGE, “Nothing to Sell, Much 
to Advertise: Alcoa’s ’°42 View.” 

We used the same head in our 
page advertisement in the Buffalo 
symphony concert program we are 
enclosing, in which we remind the 


that got past the 


the 


American businessman that he has 
much to advertise and that “Now 
is the time for good, consistent, 


easy-to-read and hard-to-forget ad- 
vertising.” 
Henry C. F. Stewart. 
President, Foster & Stewart 
Publishing Corp., Buffalo, N. Y. 


yyy 
The “Victory V” 

To the Editor: So far as we 
know, the Chicago Sun is the first 
in the field to use the “Victory V” 
for the purpose of ear-marking the 
various editions. 

Every edition published 
Chicago Sun will carry in the up- 
per right-hand corner the name of 
the edition and the “V” for Victory 
sign. A sign not only denoting our 
desires and aims for complete vic- 
tory, but our attitude toward com- 
plete cooperation with the govern- 
ment and people of America toward 
that goal. 


by the 


K. C. McCann, 
Department, Chi- 
Chicago. 


Promotion 
cago Sun, 


°° 2 
Wiswell Praises Media 
To the Editor: I know you will 
interested in the attached full 
page advertisements which the Mas- 
sachusetts Committee on Public 
Safety has prepared as part of an 
advertising and public information 
program in Massachusetts. The ad- 
vertisements are currently appear- 
ing at no charge in over 50 news- 
papers in Massachusetts. The idea 
and layout for the advertisement: 
were prepared by Harold Cabot & 
Co., Boston advertising agency; 
copy by the Massachusetts Com- 
mittee on Public Safety: photo- 


be 


? ah i. 


graphs by Fellman Studios, typog- 
raphy by the Berkeley Press, en- 
graving by Old South Engraving 
Company, electrotypes and mats by 
New England Electrotype Company. 
You will be further interested 
in knowing that this newspaper co- 
operation has been matched anc 
equalled by the other media in Marc 
sachusetts. There is a regular 15- 
minute radio program currently 
scheduled over Massachusetts sta- 
tions at no charge by the radio sta- 
tions. The car card and transit 
advertisers have volunteered full 
runs as have the outdoor advertising 
companies, giving the state for this 
work full billboard showing. I be- 
lieve there are few states in the 
country that can compare with the 
public spirited and patriotic reaction 
of everyone connected with the ad- 
vertising business, both as produ- 
cers and sellers. 
GEORGE C. WISWELL, 
Director, Public Information 
Division, Massachusetts Com- 
mittee on Public Safety, Bos- 


a 


AIDS DRIVE 


WHAT TO DO IN CASE OF 


MASSACHUSETTS Commrrres 
oe PeRuic saretY 
+ © remee 


| This full-page newspaper advertisemer 
is typical of the series being prepare 
on a cooperative basis in support of th 
civilian defense campaign of the Masse 
chusetts Committee on Public Safety 


ton. 
Notes from 


New Zealand. 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


GEORGIA 


You get both with: 


NEW ORLEANS 


50,000 watts 


You won't find WWL on many 

New 
Alaska. 
received let- 
all of 


throughout 


radio push-buttons — in 


Zealand 


though we have 


or Cuba or 


ters from listeners in 


and 
Lnited States. 


these places 
the 


The greatest selling 


- - clear channel 


But in the Deep South thi 
50.000-watt, clear-channel sta 
first th 
push-buttons but first in’ th 


of 


tion is not only on 


hearts its millions ©! 


friends. And that means ree 


results for every user of .. 


POWER 


in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc 
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° Kroger Shifts Men M 1 , paign is supplemented by display To Post & Johnson 
Price Favors ; agazines, Papers 


— > ‘ Fs rlé retail stores. ‘ : 
. S. DeCourcey, formerly man- material in retail Soundscriber Corporation, New 


ager of the company’s Madison, Ww ; Pillsbury’s offer of sterling silver, | Haven, Conn., has named Post & 
h d A . Wis., _——_ ro — — age" Get Ne Pillsbury it is believed, is the first sapien Johnson, Hartford agency, to direct 
ager o ne evelan ranch o 2 such a silverware value has been) its account. 
( arge gainst a ey Bee yr orem Flour Campaign given in exchange for coupon en- ———_—_——_—_ 
. Cleveland. branch pond Boigu Minneapolis, Jan. 29.—Heralding closures. The executive be ascar gee Onsrud to Curtiss 
Curtiss Johnson been named Eastern division man- a spring drive on behalf of Pills- Powe ” Reg grocer. — pe Onsrud Machine Works, Chicago 
7 ager, succeeding J. B. Hall, recently bury’s Best flour, Pillsbury Flour named | ol Pras company. The pat- machine tool maker, has named 
veshinaton. D. C. Son. 21.~C elected eee pew vice-president Mills Company has launched a_ tern is illustrated along with a “Trio| Spencer W. Curtiss, 
asnington, VU. ©., Jan. </.—-Cur-| jn charge of production for the com- 
tis Candy Company, the largest | pany. complete cake recipe and offering recipe is included in body copy. 
di-tributor of candy bars in the na- McCann-Erickson, 


silverware as premiums for the first Minneapolis, is | 

tion, was charged in a Federal Trade Join Adler Agency time in Pillsbury history. the agency. Merl 8 x 10 A: ab 
Commission complaint this week) Gilbert R. Lesser, formerly ac-| The new series of ads is appearing = 2 
with granting discriminatory prices | count executive at Central Adver- 

in violation of the Robinson-Patman tising Service, New York, and 


oi : Inc., Chicago, 
series of advertisements featuring a Layer Cake” for which the complete as advertising agency. 


in color in the February issues of In lots of 100. $0 at 3.50 


7 ‘ : ar ; ; McCall’s and Woman's Home Com- 25 at 2.25. Photo postcar ds 10 l'/2¢; 500— 
Act and indulging in monopolistic Sydney Rubin, formerly copy chief panion and in black and white in Names Crossett 2c; 106 ‘ 
practices in violation of the ex-|at Modern Merchandising Bureau, ¢ ya oa i. ete James Crossett has been named | Mounted Enlargements—St ee Prices 
clusive dealing section of the Clay-| New York, have joined Milton J. farm magazines and several hun- sales manager of Petrolite Oil Com- 50" x 40°—$1.75) ea. —$3.50 ea. 
ad y “e »=WSDée =rs < ? » PS > > ’ regat e ’ 
ton Act. Adler Company, New York, as @red newspapers = in key citles pany, Milwaukee, new subsidiary of Saamataal Photo, at6 West asthe #1 Y.c. 


account executives. throughout the country. The cam- Tip Top Products, Inc. 


in a similar complaint, but based Spreree Sree on Serene 
solely on the Robinson-Patman Act, 
Walter H. Johnson Candy Company 
was accused of discriminatory price 
practices. Both cases involve the 
sale of candy bars through machines 
of the Automatic Canteen Company 
of America, placed in theaters and 
factories. Both Curtiss and John- 
son are alleged to have charged 


higher prices to outlets competing T 7 y T 
with the vending machines. 

The Curtiss complaint also in- } TT I i \ I \\ ) () h k \ I R\ | ( | 
volves advertising allowances. FTC 


alleged that one unnamed large 
metropolitan drug chain received in 
a recent year the following promo- 
tional allowances not available to its () \ 
competitors: billboards, $1,000; spe- l 

cial dinner for store managers, $150; 
demonstrator salaries, $30; and soda 
fountain newspaper advertising 


campaign, $300. In a_ succeeding 

year, grants included $1,000 for a 
“golden anniversary allowance” and 

$700 for another soda _ fountain A l 


newspaper drive. 


Names Grocers Alliance 


The complaint charges Curtiss 
with furnishing secretly to some 
purchasers advertising and promo- 
tional services or facilities not ac- 
corded to all purchasers on propor- 


tionately equal terms. An instance ] ] 
cited was the Curtiss practice of mercha nts * | Wa rehouse 
paying $470 every 28 days to the 
Independent Grocers Alliance of 
America as compensation for serv- 
ices rendered to its jobber members 
in promoting the resale of Curtiss 
bars. 

Curtiss violated the Clayton Act, 
according to FTC, when it con- 
tracted with various retail drug 


chains to grant a 5 per cent dis- 


count on dollar volume of purchases To provide quicker deliveries of all principal grades of Cham- 
in return for the promise that the F . . ‘ . ; - 
ores would not mock products ut pion paper, the five Champion merchants in New York City 


a competitor. 


Begins FM Spots 


have pooled their stocks, increased the total tonnage, and ar- 


a : ranged to distribute it from one central warehouse. Salesmen 
Monarch Finer Foods, products 
of Reid Murdoch & Co., Chicago, . os . ° 
leue atuetel m Sant eamuameenaet from our individual houses will contact you as in the past, but 


campaign over W71NY, FM branch 
of WOR, New York. Rogers & 


each will be able to supply more grades and larger quantities 
Smith, Chicago, is the agency. . i: ae . a as 


Joins Reiss Advertising 


Estelle Bilis. formerly editor and its merchants skilled in the art of paper-servicing your presses; 
promotion manager of Design for 
Living, New York, has joined Reiss 
Advertising, New York, as account 
executive. 


from stock. Champion is the largest source of printing papers; 


its paper now more readily available than ever. All this adds 


up to the fact that it pays to choose Champion for every job! 


HENRY LINDENMEYR & SONS 


A. W. POHLMAN PAPER CO. ROYAL PAPER CORPORATION 


VERNON BROS. & CO. THE WHITAKER PAPER CO, 
creative Ae Press, Ine. 
GM East 44th Strest 
New York, N. Y. 
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Heed B & B Radio 


Kirby Hawkes has been appointed 
production and creative head, and 
Esty Stowell business manager of 


the Benton & Bowles, New York, 
radio department. 
Formerly with Blackett-Sample- 


Hummert, Chicago, Mr. Hawkes has 
been director of daytime programs 
since March, 1940. Mr. Stowell 
joined the agency in 1934. 


To Richard Jorgensen 


Coast Counties Gas and Electric 
Company, Santa Cruz, Cal., has 
named Richard Jorgensen, Adver- 
tising, San Jose, to direct a special 
advertising campaign on new rates, 
using direct mail, 
outdoor. 


—_ 


For OUTDOOR 


ADVERTISING 
IM WEW YORK, NEW JERSEY & COMM. AREA 
consult your advertising agency or 


HIGHWAY DISPLAYS-INC 


POUGHKEEPSIE. N.Y. 


newspapers and| 


Van Diver Tells 
Growing Value 
of Business Press 


New York, Jan. 27.—War require- | 
ments have severed most of the tra-| 
ditional lines of communication be- 
tween manufacturer and customer, 
leaving the business press as the 
sole connecting link available to 
many industrial advertisers, Ver- 
non H. Van Diver, advertising man- 
ager, Union Carbide Company, told 


the New York Dotted Line Club last | 


week. 

Citing as the four major promo- 
tion instruments sales and service 
| departments, industrial clinics, trade 
|shows and the business press, Mr. 
Van Diver expressed the opinion 
that the first three have been neces- 
sarily curtailed to such a degree | 
that the last-named is more vital 
today than ever before. 

The most valuable industrial ad-| 
| vertising theme for the duration, he 
asserted, is the dissemination of 
practical information designed to) 
help existing customers get the most | 
out of their equipment. Manufac- | 
turers’ data files contain a wealth 
of information which should be 
made available to all engaged in 
war production, he said. 


| 


| York. 


In designating data files as im- 
portant “natural resources,” Mr. 
Van Diver suggested that advertis- 
ers eschew copy that stresses manu- 
factures’ participation in the war 
effort as well as so-called institu- 
| tional advertising in general. Con- 
stant harping on this theme, he 
pointed out, lessens its value 
through sameness and monotony. 


e| Advertising for current sales is ob-| 
in keeping with the) 
he added, and any attempt’ 


| viously not 
| times, 
to aim copy at “markets of the fu- 
ture” appears to overlook the rapid 
and basic changes that markets are 
undergoing. Thus, he concluded, 
current industrial advertising should 
strive to impart the practical knowl- 
edge found in such profusion in 
manufacturers’ data files. 


E. J. Woods Promoted 


Edward J. Woods, for a number 
of years assistant art director of | 


_Ruthrauff & Ryan, Detroit, has been! 


| named art Girecter of the agency. 


Cain Soins ° ‘Gas” 


C. Lloyd Cain, formerly Eastern 
representative of Oil and Gas Jour- 
nal, has been named Eastern repre- 
sentative for Western Business Pap- 
ers, Los Angeles, publisher of Gas 


| 


| expected that Chairman Fly will try 


and other papers. His headquarters 
will be at 110 E. 42nd street, New 


Iowa's No. 


ae ee ee ge ee 


Newspaper 


/ NAMED BY SALES-MINDED | 
ADVERTISERS FOR THE 


zidialda dally Wbiinat Hang lire in lovie hat Gilde 


sat again for the 7th 


a 


consecutive year The Cedar | ‘ 


Rapids Gazette has topped all other lowa dailies in 


Se advertising linage. In 1941 this paper carried 


7 365,277 agate lines 
sane ees than the 
oem figures for 


of paid advertising . . . 368,916 
Gazette's closest competitor. 
this progressive lowa paper are 


at anew peak. Naturally, you choose wisely when you 
i ee 


Py Gazette! 


upon by the people in Eastern lowa's rich, expanding 
agricultural and industrial market . . . an area in which — 
readers are making more money and spending it, too. 

- For full coverage at lowest cost and results that pro- 
duce greater sales and profits, place your selling mes- 
¥ wows 6 CO 


rink. 


The 1941 Paid Linage 
Record of lowa Newspapers 


Agate Lines 


1. CEDAR RAPIDS 
GAZETTE . - 7,365,277 


. Des Moines Register .6,996,36) 
. Davenport Times .. .6,966,918 
. Davenport Democrat .6,857,002 
Des Moines Tribune. 6,043,236 
. Waterloo Courier .. .5,907,426 
Sioux City Journal. . 5,294,982 


1941 Figures 
nd lowa Daily 


{r 


m Media 
Press Ass 


Record 


xlation 


CEDAR RAPIDS 

THE CENTER OF THE 

FOOD ARSENAL 
OF AMERICA 


| ers. 


Assail Fly for 


Keeping Watson 
On FCC Payroll 


Washington, D. C., Jan. 27.—Rela- 
tions between members of the House 
and Chairman James L. Fly of the 


Federal Communications Commis- | 
exceedingly | 
strained as the result of the agency’s | 


sion have become 
refusal to fire Dr. Goodwin Watson, 
who was attacked by Rep. Martin 
Dies in November as a “propa- 
gandist for Communism.” 


The House passed and sent to the. 


Senate last week an appropriation 
bill for various independent govern- 
ment agencies, to which was at- 
tached a rider prohibiting the use 
|of any of FCC’s funds to pay the 


$8,000-a-year salary of Dr. Watson| 


as chief analyst of the foreign 
broadcast monitoring service. It is 


to persuade the Senate appropria- 
tions committee to delete the rider. 

Chairman Fly had previously re- 
plied to the Dies charge that the 
former Columbia University profes- 
sor had been associated with 13) 
alleged Communist organizations. 
The FCC head said that his ap- 
pointee belonged to only one of the 


13, Consumers Union, and that this) 


was not a “Communist Front” or- 
ganization. FCC held a meeting! 
following the action of the House. | 

Mr. Fly was criticized in the! 
strongest terms during House con- 
sideration of the appropriations 
measure. Rep. Richard B. Wiggles- 
worth, minority member of the com- 
mittee, said that the rider was 
adopted just before introduction of 
the bill “in view 
unwillingness of Mr. 
to take any 


Fly and FCC 
action in the matter.” 


He said that the chairman had been | 


informed that the amendment would 


be adopted, but submitted no reply. | 
of | 


Another Republican member 
the committee, Rep. Charles A. 
Plumley, let loose with both barrels 
at Chairman Fly as an “accessory” 
whose “skirts are not clean” and 
who 
sub - committee contemptuously.” 
Although not offering a further 
amendment, he said he stood ready 
“to cut this man Fly off the list.” 

In the same debate, as the result 
of which the House voted FCC an 
appropriation for the fiscal year 
1943 of just under $5,000,000, or 
slightly less than the current bud- 
get, Rep. Wigglesworth reiterated 
his demand for a tax on broadcast- 
He said that net profits for the 
industry in 1940 amounted to prac- 
tically $33,300,000 on an investment 
of about $40,000,000, and that even 
if $10,000,000 had been siphoned off 
in taxes the industry’s return 
investment would have been 
50 per cent. 


on 
about 


He also referred to the litigation | 


involving the major networks, FCC, 
and the Department of Justice. He 
pointed out that the National Broad- 
casting Company’s counsel is John 
T. Cahill, former United States 
district attorney for New York, and 
that one of Mr. Cahill’s former as- 
sistants, Samuel Brodsky, will han- 
dle the government’s case as Special 
Assistant Attorney General. 

Rep. Eugene Cox charged in the | 
House yesterday that Chairman Fly | 
“is using a good law to a bad end. 
is guilty of a monstrous abuse of 
power and is rapidly becoming the 
most dangerous man in the gov- 

ernment.” 

The Georgia congressman claimed 
that the FCC chief “maintains an 
active and ambitious Gestapo and 
is putting shackles on the freedom 
of thought, press and speech with- 
out restraint. In the pretended 
regulation of the broadcasters. 
which needs regulating, he is break- 
ing down these freedoms which 
guard all others. He is taking ad- 
vantage of the stress of the moment 
to federalize all means of 
munication.” 


Declaring that FCC under Chair- 


com- 


man Fly’s leadership “must be 
stopped,” Rep. Cox announced that 
he intends to offer a resolution for 


an investigation by the House. 


of the apparent} 


“treated the chairman of the) 


IN MAGAZINES 


returned to na- 


Snider Packing Corp. 
tional magazines last week to launch a 
new campaign for its catsup, using pages 


and half pages in color. Charles W. 
Hoyt Co. handles the account. 


Snider Launches 


Catsup Campaign 


in Magazines 


New York, Jan. 28.—Marking the 
first magazine copy to appear fo 
Snider’s catsup in nearly 10 years, 
Snider Packing Corporation, Roch- 
ester, this week launched a drive in 
Life, This Week Magazine and 
|Woman’s Day with page and half 
page color insertions. 

The campaign is part of an effort 
to dovetail promotion for all three 
of the company’s condiments- 
| Snider’ s catsup, old fashioned chili 
sauce and cocktail sauce. 
| Urging dealers to “sell all three’ 
by suggesting catsup to customers as 
a change from chili and cocktail 
| sauce, the new drive will supple- 
ment chili sauce copy which has 
been running in Ladies’ Home Jour- 
nal and This Week Magazine for the 
past three years, and cocktail sauce 
|copy which has appeared in The 
|New Yorker and Sunset Magazine 
since last year. With the exception 
of newspaper insertions in the Chi- 
| cago and Los Angeles trading areas, 


| the new magazine copy will be the 
| first publication advertising of any 
kind to appear for Snider’s catsup 
in recent years. 

Charles W. Hoyt Company is the 
agency. 


To Make Debut 

A new grocery business paper, 
Grocer Quicksales, will make its de- 
but this spring. The monthly, 
which is published at 612 N. Mich- 
igan avenue, Chicago, is promising 
a controlled circulation to 110,000 
food marketing outlets. Louis Gal- 
ter is publisher. 


To Censor’s Bureau 


Stanley P. Richardson, former!) 
coordinator of international broad- 
|casting, has been named aide to 
John H. Ryan, assistant director o! 
|censorship and head of the radio 
| division. 
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In a way, the sponsor of a radio program is com- 
peting with himself. 


For he is presenting entertainment which is 
in direct competition with his commercial mes- 
sage for the listener’s attention and interest. 


In Young & Rubicam shows, we have en- 
deavored to solve this problem by making the 
commercial as interesting as the entertainment. 


How successful we have been may be judged 


When a business man competes with himself 


from the fact that Young & Rubicam commer- 
cials frequently win from studio audiences 
applause as great as the applause for the enter- 
tainment itself. 


This, we think you will agree, is an achieve- 
ment. But even more important to our clients 
is the fact that these same commercials have 
helped achieve some of the most spectacular and 
sustained sales increases in advertising history. 


Young & Rubicam, Inc., ADVERTISING 
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20 ADVERTISING AGE February 2, 1942 
Leading Magazine Adverti in 1941 
Companies Which Spent Over $100,000 
with Comparisons for 1940, 1939, 1938 
An Exclusive Advertising Age Compilation Based on Records of 
Publishers’ Information Bureau, Inc. 
Rank 1941 1940 1939 1938 Rank 1941 1940 1939 1938 
280 Addressograph-Multigraph Corp. 124,733 $ 98,064 $ 40,626 $ 59,346 ee ee ee 238,087 239,204 237,065 90,182 
ee ee 232,619 124,750 119,622 110,866 Including: 
129 Air Transport Assn. of America. . ; 277,399 217,635 5) ee eee eee 61,882 75,464 92,041 90,142 
218 Allied Products (formerly Calif. Per- Feminine Products Co., Inc....... 176,205 163,740 145,024 ame 
Uo 2) ee ee 164,897 112,602 80,603 49,035 aor 6(Caterpiiior Tractor Co... ccc ccicce 135,755 116,220 98,325 68,630 
Including: 162 Celanese Corp. of America............ 216,511 198,835 76,788 85,638 
oe ee 163,695 ao ee ee 97 Champion Spark Plug Co............. 369,765 363,285 386,815 382,856 
Hinze Ambrosia ................. 1,202 177 7,302 2,835 284 Chesapeake & Ohio Railway.......... 123,515 89,940 90,373 85,325 
239 All-Year Club of Southern California. . 144,948 164,660 132,400 160,265 267 Creeemreue BEE. CO... ck cece 141,235 111,050 120,850 142,975 
183. Aluminum Company of America...... 195,903 542,169 270,533 321,401 120 Chicago Flexible Shaft Co............ 302,692 265,631 208,705 267,714 
Including: S Chevenr Corporation ... 1... sceescure 3,042,059 4,164,114 3,138,405 2,614,849 
Aluminum Company of America. . 153,731 350,320 138,127 162,541 Including: 
Aluminum Cooking Utensil Co.... 36,337 143,154 81,711 85,642 icc y che veec eae ewws 918,513 1,082,167 717,460 478,69) 
Aluminum Seal Co............... 5,835 29,850 32,840 63,955 RS ES eid iG sida a eke da wa ae 8 ‘swaaess 861 74,432 
NS MM oo env eedbees | x bibcels 18,845 17,855 9,263 6 Pree ee Terre 466,740 558,196 355,317 445.604 
176 American Airlines, Inc................ 203,740 226,326 122,975 96,325 ee 620,396 912,927 577,893 437,28 
290 American Chicle Company........... 120,521 228,250 301,669 320,837 Piymouw BMotor Co... ....ccciaes. 1,033,210 1,610,824 1,486,874 1,178,824 
294 American Cyanamid Co............... 118,153 56,785 2,172 2,107 » Me Ea EE ee 169,475 345,634 139,850 114,734 
98 American Gas Association............ 363,275 365,030 344,120 297,000 42 Cluett, Peabody & Co., Inc............ 679,235 602,985 608,250 519,602 
119 American Home Products Co..... 303,115 459,765 490,874 "197,635 Be Se. CD aks ciciw scence 1,213,772 1,142,070 982,870 949,105 
Including: 16 Colgate-Palmolive-Peet Co. .......... 1,457,298 1,225,607 2,013,543 1,199,314 
Affiliated Products Co............ 84,536 91,998 93,638 ...... 160 Columbia Broadcasting System....... 219,925 90,309 19,802 14,432 
EN ECan eda cet nspahee adiaca.  “macids 1,609 1,585 Including: 
Xe a ee 39,791 37,156 36,569 29,129 Columbia Broadcasting System... 23,830 21,361 19,802 14,432 
Clapp, Harold H., Inc............ 148,810 266,430 311,040 ~— ............ Columbia Recording Corp........ 196,095 ee ~~ =. -aeeaes ats 
Midway Chemical Co............. 10,560 Se re 105 Congoleum-Nairn, Inc. .............. 344,686 376,646 390,950 354,845 
Mystic Laboratories ............. 260 _-. irecac® adweec Me a ore 197,953 107,878 82 6 
Three-in-One-Oil Co. 19,158 21,689 23,569 26,627 271 Continental Distilling Corp........... ee) =3)—lC<(itéC |} 6} wie a 
Weyer CORPIIONE Gece eccecs) | tenes 2) wawens 24,449 37,934 ye ie es ee 120,500 108,300 121,637 122,275 
43 American Meat Institute...... 657,510 a ° «<akess —~ weabes ee oo A ee eee Ree ee ee 107,965 104,490 60,900 Se 
180 American Radiator Co... 198,630 54,165 12,005 5,959 38 Corn Products Refining Co............ 821,656 465,342 493,762 569,014 
Including: 108 Corning Glass Works................. 327,612 260,720 197,578 179,485 
American Radiator Co..... 196,850 54,165 12,005 59 n> SE: MO, 6 0'¥stkcnyueieanrsna Veeueneds 347,950 306,124 302,089 284,204 
American Blower Corp. .. ...... * Sie Cr ee eee 5,900 en ME AE dr eae ieee oe el bara RG ae Bo eS 111,850 148,185 139,930 119,580 
269 American Rolling Mill Co............. 132,925 fee 66,310 88 Cream of Wheat Corp., The........... 392,935 382,470 266,632 346,445 
238 American Stove Company............ 145,515 144,725 124,375 147,100 126 Cudahy Packing Company, The....... 293,530 360,449 416,437 490,535 
24 American Tel. and Tel. Company. . 1,233,792 1,191,488 1,023,293 1,098,106 128 Curtis Publishing Company......... 277,671 157,571 161,908 199,098 
4 American Tobacco Co................ 3,013,045 2,998,126 1,800,604 2,068,579 Bae CATES CONG CO. tei ceas 135,633 120,989 195,371 159,685 
Including: 289 Cutler-Hammer Co., Inc........... a 120,690 98,215 98,778 86,374 
American Tobacco Co............ 2,273,955 2,128,036 1,798,654 2,062,879 206 Davis, R. B., Company...........06.. 122,663 187,108 241,476 126,405 
American Cigaret & Cigar Co..... 739,090 870,090 1,950 5,700 86 De Beers Consolidated Mines, Ltd.... 393,520 348,330 188,930 mn 
152 American Trucking Ass’n........ 226,510 79,620 Se 221 Dick, A. B., Company. 160,950 158,050 202,983 183,475 
191 American Viscose Corp., The......... 185,309 247,348 129,353 342,015 30 =Distillers Corp. -Seagram’s s “Ltd. 1,062,522 762,377 950,994 1,105,557 
235 Anheuser-Busch, Inc. ...... 147,116 227,356 184,082 242.054 Including: 
ye ee: 205,684 144,794 212,050 117,594 Seagram, Joseph E., & Sons, Inc... 545,242 320,189 486,874 713,307 
eS re 478,411 444,682 301,461 379,904 Calvert Distillers Corp............ 419,805 391,865 464,120 392,250 
Including: Brown Vintners ........ 87,675 3 re 
J gs 8 ee 478,207 415,112 261,641 329,518 meaner Testing Co... 0.66 cess a eee ee 
A oa ca eoadee as vvaxe 204 29,570 39,820 50,386 RR Ee re 4 Ae ee ere Kes 
54 Armstrong Cork Co.................. 567,501 469,390 542,205 280,180 127 Doubleday, Doran & Co., Inc.......... 279,819 290,732 195,955 31,741 
87 Association of American Railroads 393,070 245,165 219,704 423,869 Including: 
233 Ballantine, P., & Sonms................ 150,995 212,548 105,398 4,710 Doubleday, Doran & Co. 128,005 20,401 98,747 
83 Beech-Nut Packing Company 422,113 456,615 410,868 402,544 Book League of America, Inc. 55,323 128,905 18,380 
A 106,707 122,943 54,650 128,861 Literary Guild of America, Inc... . 92,691 139,306 77,628 
237 Bendix Aviation Corp........... 146,221 28,185 39,646 33,684 Junior Literary Guild............ ...... 620 1,200 
Including: Garden City Publishing Co. 3,800 = err rre ba 
Bendix Aviation Corp............ 131,713 12,990 216 Dow Chemical Co............. 166,210 124,125 76,576 62,000 
Eclipse Machine Div....... 1,668 1,668 118 Drackett Company, The...... 304,578 291,562 279,840 193,701 
Hydraulic Brake Co........... 12,840 cae.) weeees. i wanear 69 Du Pont de Nemours, E. I. & Co 475,049 507,947 480,066 624,155 
Bendix Marine Products Co....... need 2,022 baer 86: Saberane Including: 
198 Bendix Home Appliances, Inc....... 180,270 66,780 26,350 74,016 Du Pont de Nemours & Co 177.702 219.116 153.839 175.378 
202 Bernheim Distilling Co., Inc........... 175,512 GR ne ee ee Du Pont Cellophane Co. 186,700 184,000 184,000 195,320 
94 Best Foods, Inc., The........ SaKICa 378,849 439,759 575,340 582,100 Du Pont Rayon Co.. 21.604 18,620 54,225 156,684 
139 Bigelow-Sanford Carpet Co., Ine. 255,820 275,040 179,300 116,950 Remington Arms Co. 62,331 61,919 65,790 70,765 
315 Bissell Carpet Sweeper Co. 108,446 98,972 95,524 95,498 Peters Cartridge Co. 26,712 24,292 22,212 26,008 
67 Bon Ami Company...... 485,023 433,937 430,710 466,620 GS BBO MOGOE CO... . 6. ccc ceccccens 501,060 549,365 571,514 639,280 
167 Book of the Month Club. 210,289 155,067 190,917 66,384 Including: 
BS MOCGON COMMONY . 2... ccc ccces. 517,908 340,122 252,036 17,296 Eastman Kodak Co....... 485,460 549,365 564,314 626,405 
Including: Tennessee Eastman Corp..........0 cc eee eee ee 7,200 12,875 
ee 483,310 295,910 240,770 6,249 ee 15,600 Tree wee 
Borden Farm Products Co., Inc. 11,493 12,913 11,266 11,047 131 Electric Auto-Lite Company.......... 269,480 216,954 162,170 94.156 
he 23,105 ae  tseven. i Senees Including: 
272 Borg-Warner Corp. ................. 128,427 102,150 151,471 103,500 Electric Auto-Lite Company 229,520 208,954 118,070 
Including: Prest-O-Lite Battery Co., Inc. > ao. 23,600 
Norge Division va 111,720 100,450 151,471 103,500 U. S. L. Battery Co. 39,960 8,000 20,500 
Ingersoll Steel & Disc Division 9,920 1,700 189 Electric Storage Battery Co. 190,895 153,425 101,700 8,000 
Morse Chain Co. 6,787 101 Elgin National Watch Co. 352,665 287,345 278,115 189,655 
217 Botany Worsted Mills 165,580 141,942 Criceey 224 Emerson Drug Co.... 157,536 427,607 388,629 248,337 
117 Bourjois Sales Co. 305,285 288,768 287,218 193,578 338 Ex-Lax, Inc. ..... 100,497 124,601 117,914 28,829 
Including: 121 Factor, Max ......... 299,837 167,553 136,589 107,861 
Bourjois, Inc. 206,755 234,863 237,477 337 Fairbanks-Morse & Co. 101,025 61,942 51,274 22.836 
Barbara Gould Preparations 62,950 27,100 21,966 64 Fels & Co..... 496,910 534,790 406,525 426.425 
Chanel, Inc. 35,580 26,805 27,775 246 Felt & Tarrant Mig. C Oo. 141,395 27,050 107,870 86,220 
5 Bristol-Myers Company 2,457,115 1,974,032 2,053,442 1,983,423 72 Firestone Tire & Rubber Co 463,445 190,660 221,205 117,520 
Including: 225 Fitch, F. W. Co. 156,677 71,662 48,299 23.118 
Bristol-Myers Company 2,457,115 1,951,657 2,040,017 1,932,078 260 Florida Citrus C ommission ; 135,124 171,436 176,244 205,726 
Rubberset Co. 22,375 13,425 51,345 293 Florists Telegraph Delivery Association 118,705 113,055 106,300 113.850 
314 Brown-Forman Distillery 108,707 91,464 87,750 30,270 179 Florsheim Shoe Company 200,470 176,007 162,585 136.166 
138 Brown Shoe Co. 256,668 236,317 247,172 76,630 10 Ford Motor Co..... 1,703,529 2,061,344 1,826,753 1,128,516 
Including: Including: 
Brown Shoe Co.............. 256,668 224,717 235,272 Ford Motor Co. 1,312,822 1,689,824 1,463,722 811.933 
Blue Ribbon Shoemakers 11,600 11,900 : Lincoln Motor Co. 390,707 371,520 363,031 31' 83 
95 Brown & Williamson Tobacco Corp. 375,872 364,213 400,451 473,296 18 Frankfort Distilleries, Inc. 1,356,637 997,604 1,027,204  =1,19.406 
311 Brunswick-Balke-Collender Co. 109,287 82,655 nie 891 143. French, R. T. Co., Inc. 246,666 204,788 159.544 147,164 
313. Burroughs Adding Machine Co. 109,009 65,937 57,737 40,511 Including: . 
et | Ci no. bes eee ewadeeneescecns 122,505 98,230 77,357 84,512 French, R. T. Co.... 117,731 80,031 7 14s 
57 California Fruit Growers Exchange 532,998 439,090 277,216 430,179 Atlantis Sales Corp. 128,935 124,757 MN 
33 California Packing Corp.. Pree 951,315 714,590 477,328 794,130 231 Fruehauf Trailer Co... 154,970 126,310 2,443 
187 California Walnut Growers Ass'n eee 192,970 172,870 138,500 210,025 6 General Electric Co. 2,352,901 2,105,881 1,606,242 1.562.254 
228 Campana Sales Company 155,775 103,801 85,004 149,547 Including: m 
11 Campbell Soup Company. 1,694,510 1,514,493 1,659,187 1,953,846 General Electric Co. ............. 1,986,061 1,786,018 1,398,767 — 1,24", 108 
65 Canada Dry Ginger Ale, Inc. 493,976 194,157 272,518 357,620 Edison Gen. Elec. Appli. Co., Inc.. 292,090 266,472 162,720 283.249 
222 Canadian Government Travel Bureau. 160,872 96,247 - 74,123 General Electric Vapor Lamp Co.. _....... 
52 Cannon Mills, Inc. 581,374 486,613 432,450 413,040 (Continued on Page 22) 
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Listening Posts of 
America’s Marketers 


Scattered along the lonely outposts 
of the American continent are listen- 
ing posts manned by trained observers 
who guard our nation from attack. 
Their vigilance is never relaxed. 
Ever alert to enemy action, they keep 
every defender apprised of danger 


long before it shows its face. 


The listening posts of American 
marketing are maintained with equal 
care and unrelaxing vigilance. In 
every key center is an ADVERTISING 
AGE editor or correspondent, picked 
for ability to detect and report sig- 
nificant rumblings which may affect 
the successful course of advertisers 


and marketers. 


Never before has the assignment 
been so vital—never before have 
these listening posts meant so much to 


harassed executives who must know 


what’s happening now and what’s 
ahead. Constant changes and adap- 
tations of business plans and sales 
and advertising strategy depend upon 
rapid transmission of the news — 
along with expert interpretations of 
its immediate and long-range impli- 
cations to American industry. 

The editorial organization of 
ADVERTISING AGE, the National News- 
paper of Advertising, has broadened 
and strengthened to meet these new 
and challenging demands. Business 
newspaper service is only as good as 
its personnel—and so every editorial 
representative, whether a staff man 
in Washington or a trained corres- 
pondent in San Francisco, has been 
chosen for his ability to get the news 
quickly and accurately. 

Thus with business paper per- 
spective and newspaper speed, the 
National Newspaper of Advertising 
is serving war-time America as a 


dependable listening post. 


he Laces ot * u9 en fe Eee x “ ‘ es \ ioe Oa Seine ie 22 pf See “a eet * : Fs ot Yt a er ee. : % So i ie Rahs a 8% eS ee ~ ee « ree “an > ee eet 
‘ ia 
v ae 
squats 
edi 
fo 
ab es eae 
ee 
er 
nee 
oh 
aa 
ae 
i. = 
= 
‘ a 
g 
ae 
i 
Be 
ro . 
as 
se om 
an 
-_ 
eg te 
pan 
oe 
re. 
tog 
ere 
ies 
eae 
dass 
Sg a 
nee. 
—" 
ie 
on G 1 
Sea! 
} pelgae 
) Se 
(a 
ee ee 
. & ee 
J me 
) ce 
oe 
ie 
St “4 
ve 
io 
t . 
on 
ela 
) aes 
a 
ee? 
. Fe ae 
) ae 
4 
ea 
5 ae 
) ee 
{ aaa 
3 or 
) 5. 
ra 
) _ 
ee 
Li. 
ae 
ae 
Rae 
= 
a 
ee 
PO - 
a 
— 
= 
pd a : 
se 
j ; 
4 
1 an. 
Ly af 
4 
5) 
= 
= 
: G is 
erry a ay 
a . St 4 } ~ 3% a < _ 4 « e = - A ‘3 > 
af an 4a q * “ Co 7 . z ~ i ‘ at oe # | 
‘ ; aw eo i s oe te + ae. ea eee eee Seed is Pal ae rei i. ea x re 
; ! ae ie zx ' , 5 Selle: = a “ : 6 = ras 1m en 5 ea ‘aca hae nan at fog 
tot’ * oy , . a _ , ey es is F ale . ye ls i. © a , eg ie 3 ts os : al ey — a” 
y a x : fe Wea " ti ‘ i ke ee : a . Sock af 4 AP : Jeaia yee” bg 7 Lar? eGR & fe 
‘ ae a Ss : pm eG ne - aia ee é y rag 5 * ra ae ge: 
¢ Bea a1 a . ‘wi t ‘ ; - : ce. te - . ta 


22 


ADVERTISING AGE 


Meat Rank 1941 
General Electric X-Ray Corp......  Gameats 
2 Warren Telechron Co............. 74,750 
8 General Foods Corporation........... 2,100,869 
Including: 
Baker’s Chocolate & Cocoa....... 155,990 
og a a re 
Birds Eye Frosted Foods.......... 368,020 
Calumet Baking Powder......... 9,487 
i ee 98,460 
Diamond Crystal Salt............ 16,485 
SOE PONE DAMMR cect cecesacoes secede 
ee eee Pr erry e Cer 211,500 
Jell-O Ice Cream Powder & Mix... __........ 
Jell-O Puddings eee ne 65,275 
Sg re 26,285 
Maxwell House Coffee........... 262,280 
0 er 95,542 
Pees MTOR PIMOS. oo. i ccc cccccese 44,160 
. 2 ko See ee a ee 
i. &.  . Serer reer 325,820 
| ere reer e eee e ere 27,425 
ere ere 291,315 
Ore ee ee eee 46,040 
ET ETERS TORT Ce 1,725 
Financial Reports ..............6 108 
Baker’s Chocolate Jumbo Bar.....  ._...., 
Maxwell House Radio Program... 265 
Swans Down Cake Flour........ 20,075 
Jell-O Radio Program............ 63 
Sanka Coffee Radio Program..... 64 
La France & Satina.............. 13,435 
teeta sds Vast eS OR ee ae 21,050 
ee CE Fe, Ng oc ec ccc vescesse 529,839 
Including: 
ar 515,189 
9 by Serer re 14,650 
B Ghemeres Beevers COrp.......ccccccuvce 7,593,774 
Divisions: 
po eres repade 122,320 
po, | 249,925 
pence Progucts .........;. 19,950 
66.6 cea vexenkecae dear 175,915 
Seer aca 518,006 
ere ee cece eee 50,250 
a 32.605 
EE pre eer 18,500 
ge 82,102 
Packard Electric ............cec0e 15,250 
Subsidiaries: 
General Motors Acceptance Corp.. 338,958 
General Motors Sales Corp....... 
Buick Motor Div............... 595,517 
Cadillac Motor Car Div. 364,126 
Chevrolet Motor Co..... 1,404,684 
C2 | 
Frigidaire Div. ......... 438,460 
Delco Appliance Div. 71,580 
COUNUMGEED EMEV, occ ccecccceuss 643,525 
Pontiac Motor Div............. 717,820 
Electro-Motive Corp. ....... 223,820 
United Motors Service........... 44,275 
Affiliated Companies: 
Ethyl Gasoline Corp.............. 625,841 
General Motors Truck............ 158,355 
North American Aviation Inc.... 37,263 
General Motors Corp............... 644,727 
199 General Time Instrument Corp... 179,085 
Including: 
Seth Thomas Clock Co........... 22,380 
Westclox Division ............... 156,705 
182 General Tire & Rubber Co. 197,753 
195 Gerber Products Co.............. 183,725 
208 Gillette Safety Razor Co.............. 167,871 
173 Glenmore Distilleries Co., Inc......... 205,145 
3 126,610 
36 Goodrich, B. F., Tire & Rubber Co.. 825,738 
Including: 
Co OE re 727,381 
Goodrich Footwear Div........... 30,664 
Hood Rubber Co., Inc............ 67,693 
31 Goodyear Tire & Rubber Co.......... 1,048,904 
0 RR 109,142 
288 Grace Line Es 121,500 
45 Great Atlantic & Pacific Tea Co.. 626,431 
Including: 
Great Atlantic & Pacific Tea Co... 480,475 
Quaker Maid Products Co......... 145,956 
111 Greyhound Management, Inc.......... 318,997 
252 Gruen Watch Co.... 137,885 
Se ft Re ee 155,585 
209 Hamilton Watch Co.................. 167,745 
22 Hammermill Paper Co................ 156,481 
256 Hartford Fire, Accident & Indem. Co.. 136,760 
318 Hart, Schaffner & Marx.............. 108,183 
' 245 Hat Corporation of America, The..... 141,943 
ES 282 Hawaii Tourist Bureau............... 123,349 
110 Hawaiian Pineapple Co............... 323,105 
19 Heinz, H. J., Co...... 1,326,556 
240 Heublein, G. F., & Bro.. 144,934 
ee nM 6 os yiawaedeacdesad bbeenea 131,665 
304 Hills Brothers Co.. a 112,225 
161 Hoover Company, The............... 216,782 
123. Hormel, Geo. A., & Co. 296,828 
248 Houbigant Sales Corp................ 140,134 
297 Hubinger Co., The................... 117,210 
135 Hudnut, Richard . Pa eid ee ae 259,654 
168 Hudson Motor Car Co. 209,803 
214 Hudson Products, Inc. 166,601 
140 Hygienic Products Co.... 251,603 
327 Imperial Paper & Color Corp.. a 104,850 
309 International Business Machines C orp.. 109,788 
23 International Cellucotton Products Co. 1,264,731 
229 International Correspondence Schools. 155,759 
56 International Harvester Company, Inc. 537,853 
International Nickel Co., Inc.......... 116,291 


1940 


53,391 


1,618,233 


6, 


_— 


— 


— 


164,075 
15,194 


192,986 
45,155 
250,330 
54,781 


457,920 
17,630 
717,144 


270,048 
10,620 
184,815 
459,590 
32,250 
25,890 
29,370 
74,343 
21,000 


407,565 


780,382 
349,223 


314,594 


48,000 
507,721 
688,799 
679,608 


52,000 


404,065 
143,700 
233,561 
153,904 


12,629 
141,275 
288,884 
153,621 
206,894 
187,420 

11,800 
839,006 


673,325 
32,464 
133,217 
809,050 
89,245 
78,974 
418,659 


274,470 
144,189 
256,728 
109,605 
158,023 
152,880 
164,635 

94,975 

95,800 
152,334 
103,041 
415,436 
496,061 
122,964 

96,439 

67,855 
167,450 
423,433 

83,705 
156,440 
337,712 
442,047 
163,026 
249,545 

96,985 

69,685 


236,030 


155,619 
554,852 
85,246 


1939 
1,180 
43,575 


1,532,229 


6 


— 


— 


— 


132,350 
22,696 
7,370 
47,790 
158,266 
3,036 
48,295 
36,000 
1,419 
94,048 


721,625 


695,000 
26,625 


010,681 


180,030 
442,366 
20,000 
21,300 
29,370 
54,141 
8,985 


245,306 


703,649 
379,592 


059,274 


78,000 
566,917 
601,389 
531,028 


106,680 
294,740 
146,145 


11,843 
134,302 
326,339 
151,716 
339,929 
263,320 


643,889 


540,740 
42,459 
60,690 


147,286 


90,431 
171,575 
370,761 


260,241 
110,520 
288,437 
98,885 
174,441 
126,910 
164,635 
96,390 
92,850 
192,045 
77,283 
506,427 
006,727 
123,098 
82,726 
69,050 
212,750 
401,834 
83,384 
55,149 
203,515 
475,533 
59,001 
248,983 
116,408 
50,389 
764,161 
151,900 
580,992 
68,136 


(Continued from Page 20) 


1938 
S 420s 
36,400 
1,134,601 


126,909 


836,692 


814,586 
22,106 
*4,121,557 


281,850 
3,500 
122,066 
209,776 
8,000 
21,030 


658,690 
438,755 
655,778 


420,014 
365,851 


321,370 

86,649 
352,830 
240,325 


579,125 


510,263 
19,177 
49,685 

881,559 
58,790 

159,710 


266,270 
80,355 
193,911 
117,560 
150,050 
91,119 
90,080 
60,083 
74,608 
490,681 
1,151,015 
129,598 
69,483 
213,240 
154,664 
111,122 
48,621 
168,017 
180,099 
240,451 
122,545 
34,070 
709,714 
105,216 
614,825 
132,526 


ie < >) ews 
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Interwoven Stocking Co.............. 
Jantzen Knitting Mills............... 
Jergens-Woodbury Co. ............... 
Including: 
Jergens, Andrew, Co............. 
Woodbury, John H., Inc 
ee 
John Hancock Mutual Life Ins. Co..... 
Johns-Manville Corp. 
Johnson & Johnson.................. 
Jones & Laughlin Steel Corp 
Kaufmann Bros. & Bondy, Inc 
Kellogg Company 
Kendall Company 
Including: 
Bauer & Black 
Ene 
Kimberly-Clark Corp. ............... 
Kleinert, I. B., Rubber Co 
Knox Gelatine Co., Inc 
a SRE eee 
Kroehler Mfg. Co 
Lady Esther, Ltd.................c00- 
Lambert Pharmacal Co 
Including: 
Lambert Pharmacal Co........... 
Pro-Phy-Lac-Tic Brush Co....... 
Lamont, Corliss & Co 
Including: 
Pond’s Extract Co 
Cailler, 
MG tine Cakes tebieeeea a eedase 
La Salle Extension University 
Lead Industries Association........... 
Lehn & Fink Products Corp 
Lelong, Lucien, Inc 
Sof 
Libbey-Owens-Ford Glass Co......... 
Libby, McNeill & Libby.............. 
Liberty Mutual Insurance Co 
Life Savers, Inc 


ee 


Lockheed Aircraft Corp............... 
Loose-Wiles Biscuit Co............... 
Fe A 
ee 
Louden Packing Co................... 
oe Ge 
Macmillan Petroleum Corp 
I ci we cakes ckw vice N¥s 
Matson Navigation Co................ 
Maybelline Company, The............ 
Maytag Company, The 
McGraw Electric Co 


Including: 
McKesson & Robbins............. 
Liquor Division 
POTION COMBED ici ccccencsicceses 
Metro-Goldwyn-Mayer Pictures Corp.. 
Metropolitan Life Insurance Co....... 
Minnesota Mining & Mfg. Co.......... 
Minnesota Valley Canning Co 
Modern Kitchen Bureau.............. 
Mohawk Carpet Mills................ 
Monsanto Chemical Co 
BEOOTOH, JOU ECO... cccciccccsvvece 
Morris, Philip, & Co., Ltd., Inc 
Morton Salt Company 
Munsingwear Corp. ......... 
Nash-Kelvinator Corp. 
Including: 
eee 
Kelvinator Division ............. 
National Association of Ice Industries. 
PURGUENRL TOMBOUEE Gig cc icccccsssccese 
National Dairy Products Corp 
Including: 
National Dairy Products Corp... .. 
Kraft Cheese Co 
re 
National Distillers Products Corp.. 
National Lead Company...... 
New York Central System. 
New York Dress Institute 
Norwich Pharmacal Co., 
Noxzema Chemical Co. 
Olson Rug Co. 
ae 
Owens-Illinois Glass Company. 
Including: 
Owens-Illinois Glass Co. 
fg ee eee 
Owens-Corning Fiberglas Corp.... 
Pabst Sales Co.......... 
Packard Motor Car Co................ 
Pan American Airways System. 
Pan American Coffee Bureau 
Paramount Pictures, Inc.. 
Park & Tilford 
Including: 
Park & Tilford eset Corp. 
Toilet Goods ... 
Tintex 
Parker Pen Co...... 
Penick & Ford, Ltd., 
Pennsylvania Grade Crude Oil Ass'r n. 
Pennsylvania Railroad, The. . 
Pennzoil Co.., 
Pepperell Mfg. Co 
MM ae ia ds 6 ea wie be ek ow aw ee 
op 


The... 


Peter, Kohler Swiss Choc. 


1941 


1,300,324 


578,007 
722,317 


1,543,285 
150,828 
1,282,454 


1,103,824 


228,464 
68,220 
204,795 
452,501 
1,074,425 
173,154 
358,425 
104,235 
108,202 
134,335 
156,132 
823,070 
123,580 
103,905 
794,115 


559,965 
234,150 
183,820 
613,916 
1,156,896 


17,900 
1,092,456 
46,540 
836,316 
143,693 
139,770 
133,770 
229,709 
137,622 
206,230 
348,504 
621,695 


434,946 

56,525 
130,224 
334,369 
591,077 
201,019 
162,030 
379,649 
208,494 


139,544 
45,300 
23,650 

388,502 

222,463 

101,250 

194,795 

214,745 

104,420 

213,720 

434,152 


1940 
134,543 
346,496 
133,049 

90,727 
1,038,706 


360,796 
677,910 
107,316 
204,132 
127,655 
336,640 
74,500 
132,554 
1,506,711 
210,828 


167,174 
43,654 
107,985 
127,142 
466,543 
64,741 
105,275 
540,620 
1,355,504 


1,293,419 
62,085 
1,418,452 


1,267,837 


150,615 
159,679 
141,150 
614,664 
72,591 
2,135,520 
112,747 
487,533 
105,409 
156,682 
1,851,832 
87,625 
141,580 
128,811 
160,338 
4,12? 
152,166 
57,595 
75,155 
201,180 
158,568 
148,745 
303,497 
236,761 


222,758 
14,003 
124,692 
574,979 
1,057,758 
131,374 
335,155 
57,305 


99,803 
1,082,675 


779,155 
303,520 
162,291 
845,832 
984,127 


17,475 
922,366 


194,362 
176,510 
193,099 
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125,095 
49,602 
23,750 

302,040 

125,955 

161,200 

155,505 

200,430 
75,630 

238,141 

562,806 
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1939 
117,836 


,018, 052 


230,947 
787,105 


199,578 


160,017 
39,561 
97,527 
93,039 

372,600 
39,263 

145,975 

312,816 

615,627 


515,983 
99,644 
,237,660 


075,932 


161,728 
175,010 
125,900 
595,983 


158,828 
42,665 
57,025 

198,375 

175,951 
82,077 

283,515 

171,663 


164,122 
7,541 
88,327 
445,245 
048,809 
28,225 
240,365 
108,359 
18,900 
115,225 
78,890 
274,699 
118,883 
111,650 
966,320 


783,420 
182,900 
158,955 
568,431 
605,459 


9,812 
546,482 
49,165 
971,455 
154,550 
133,741 


183,555 
306,918 
85,234 


8,852 
5,250 
71,132 
302,037 
551,944 
3,086 
265,539 
272,534 
233,765 


182,675 
35,130 
15,960 

266,724 

117,933 

121,629 


— 


1938 

142.499 
298,715 
100. 248 
110,452 
874.608 


198,245 
676,363 


177,680 
123,733 
582,689 

6,450 
109,205 
746,270 
229,165 


183565 
45,600 
111,260 
66,195 
200,797 
39,900 
54,414 
240,482 
1,725,955 


1,583,975 
141,980 
1,104,950 


1,047,891 


57,059 
174,360 


1,441,692 
127,042 
576,465 

83,875 
58,058 
2,508,930 


98,600 
805,269 
5,425 
497 
138,901 
23,050 
34,578 
197,450 
147,247 
122,140 
239,679 
122,682 


100,248 
22,434 
101,657 
153,899 
1,052,258 
8,400 
235,210 
91,380 
2,400 
31,478 
79,492 
280,985 
120,178 
50,877 
*347,928 


227,518 
100,110 
105,525 
525,917 
*413,046 


14.340 
398, 106 
1,043,634 
196 160 
103, 332 


13 2 406 
4 591 
188,774 
228,462 
28.680 


186 


185 
40 
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(Continued from Preceding Page) 

Rank 1941 1940 1939 1938 | Rank t 1941 1940 1939 1938 

e.g PT TT Ter eereee Terie 125,075 $ 138,878 $ 132,300 $ 140,610 ee 1,040 1,040 51,885 33,551 
os Personal Products Corp... .........s. 490,974 440,464 384,885 283,640 PO BEDE cscsckevsccice§ § Seakan 12,455 154,306 ......- 
47 Philco Radio & Television Corp....... 618,384 594,292 384,498 165,138 253 Stetson, John B., Co................-. 137,790 125,175 114,580 128,930 

130 Pillsbury Flour Mills Co.............- 269,867 182,876 209,389 215,171 92 Stewart-Warner Corp. ............... 380,900 333,443 275,790 41,007 

Including: Including: 

Pillsbury Flour Mills Co.......... 266,087 182,016 =. 209,389 is... .. Stewart-Warner Corp. ........... 192,650 90,693 91,790 41,007 
Globe Grain & Milling Co......... 3,780 i NTN, vodececsdscecccicci 165,000 242,750 184,000 ~—s........ 

137 Pittsburgh Plate Glass Company...... pre Sean estan ey Stewart-Warner Alemite ......... 23,250 22,750 . 

973. Polk Miller Products Co.............. 128, 117,7 116,921 65 9 ares a : a. cals,  <esaes 

“2 Procter & Gamble Company, The..... 3,587,524 2,645,921 2.460.207 1,920311 | 7° eae Py & Company, Inc......... 133,186 135,295 118,868 = 156,596 
99 Prudential Ins. Co. of America....... 361,080 351,955 228,993 121,579 Stokely Bros. & Company........ 65.955 96,475 71.618 151,696 
75 Pullman Company, The.............. 452,051 369,085 389,890 337,401 Vv: é Zz ge 

Coe * ee yy ee 67,231 36,490 45,030 4,900 

911 Pullman Standard Car Mfg. Co........ 167,245 ae )6=3—hlté(—“( KO 6C H a ead cog> eg ay 
77 Quaker Oats Company............... 445,988 488,554 199,646 149,083 onor Brand Frosted Foods Corp.. _—...... 3,330 2,220 wees 

200 Quaker State Oil Refining Corp...... 178.955 244,813 277,862 242.377 41 Studebaker Corporation, The......... 707,320 684,245 644,719 556,826 

219 R. K. O. Radio Pictures.............. 163.937 era 332 Swank POON, TB. cectccccccscce 102,618 76,770 72,500 56,155 

"81 Radio Corporation of America........ 433,962 366.685 336.678 723.914 Se Me ee dnb-0060506640000684 0006 397,949 317,265 935,166 636,089 

Including: i, i AG reece kehwesades ev Wawa <x 403,616 459,746 463,942 393,857 
Radio Corporation of America.... 26,180 19,945 12,693 85,429 ee ME PN, cc iccccesnsetadesexcaews 135,381 87,264 126,476 75,451 
ee ee ee ee 5,700 64,964 295 Tea Bureau, Inc................. 118,075 224,270 239,045 279,025 
R. C. A. Mie. Co.-Victor......... 404,340 335,365 222 868 524.452 ee, re ,233,759 ,158,174 960,400 964,994 
National Broadcasting Co......... 3,442 11,375 95,417 49,069 | Including: 

53 Ralston Purina Company............. 570,581 637,679 488,890 451,562 | Texas Co. ...ceeeeeeeeeeceeceees 918,539 908,899 739,900 758,194 
251 Real Silk Hosiery Mills, Inc........... 138,110 177,784 217,036 236,220 | Indian Refining Co.............. 315,220 249,275 222,500 206,800 

e4 Remington Rand, Inc. ............00. 421,178 160,267 192,359 280,775 | 308 Tide Water Associated Oil Co......... 110,150 149,578 133,405 127,288 

Including: | 210 Timken Roller Bearing Co............ 167,675 150,045 59,025 24,700 
Remington Rand, Inc. ............ 90,117 80,978 97,097 183,240 204 Travelers Insurance Co., The......... 173,945 190,530 181,300 193,584 
General Shaver Corp............. 331,061 79,289 95,262 97,535 277 Twentieth Century-Fox Film Corp... 125,750 143,045 294,150 174,482 

331 Republic Steel Corporation........... 103,500 ._........ 12,078 33,023 234 Underwood Elliott Fisher Co...... 147,407 95,916 111,785 56,405 

190 Revere Copper & Brass, Inc........... 189,328 Be ed ee 82 Union Carbide and Carbon Corp...... 427,723 616,502 445,020 284,136 

250 Revlon Nail Enamel Corp............. 139,163 146,547 113,281 87,200 Including: 

7 Reynolds, R. J., Tobacco Co........... 2,134,718 2,171,637 2,075,025 2,788,055 | Union Carbide & Carbon Corp. 1,700 950 289 1,036 
275 Riggio EAs Kon S86 sed es eeees 127,102 37,658 4,060 700 National Carbon Company........ 397,793 581,892 424,031 283,100 
125 Royal Typewriter Co., Inc............ 295,973 229,348 136,755 211,904 | Carbide & Carbon Chemicals Corp. 4,700 4800 = ..eee teen 
ee 116,323 129,654 93,429 73,075 | Bakelite Corporation Tere 23,530 28,860 eee 
a ee eee rr ee 306,730 P< swe ee 212 Union Pacific Railroad. 167,005 143,603 149,081 84,798 
ee ee ere eT er eres 545,720 344,387 of. ere 134 United Aircraft Corp. 262,550 99,990 32,175 32,175 
ee Ps sco ccd ewawedece rivers 154,747 117,779 82,832 76,340 ee ee 107,375 121,445 108,133 110,600 
32 Schenley Distillers Corporation....... 996,739 1,289,376 847,912 264,613 166 United Brewers Industrial Foundation 212,590 142,390 169,991 143,199 
189 Schick Dry Shaver, Inc............... 220,131 170,390 151,514 212,466 301 United States Army Recruiting Service 116,104 ae. ¢itene eeleaee 
ee ES SO ccc bwieevieisbe choses 166,048 132,635 286,476 305,171 241 United States Gypsum Co. ...... 144,831 170,780 =... 6,338 
78 Schlitz, Jos., Brewing Co..........600. 444,270 400,056 514,250 168,675 285 United States Playing Card Co.. 123,180 55,710 38,633 39,131 
556 Senet Mere. Co., Ie., THE... ..0cccsese 170,136 162,747 148,782 148,547 26 United States Rubber Co. ........... 217,201 684,193 520,311 340,031 
49 Scott Paper Company................ 608,424 741,090 672,465 648,672 | 292 United States Shoe Corp. ...... 119,370 107,975 120,506 105,775 
Se Es Os 6560 b.0 00s KOO dane ee 318,451 238,104 178,978 204,900 89 United States Steel Corporation 389,177 246,023 152,554 125,228 
ae OM ee re? Tree ee 251,500 251,800 195,600 136,445 | Including: 

3 «Gees. HW. A., POR CO. ccc ccesccsass 312,140 298,398 273,120 208,700 United States Steel Corp.......... 283,037 188,565 123,844 112,515 

Including: Cyclone Fence Co.......... 44,115 35,959 28,710 12,713 
Sheaffer, W. A., Pen Co.......... 305,640 277,398 yo reer American Steel & Wire Co........ 59,675 20,000 
_.. By Bo Serr rr ee rey 6,500 21,000 rere | a ee 2,350 1,499 

ee Ge Re ot, MPPPerrrrereriee 505,477 359,884 656,905 650,010 | 323 United Wall Paper Factories. 106,870 eee 

Including: | 255 Van Camp Sea Food Co., Inc 137,188 119,596 111,450 98,565 
Shell Oil Co. of San Francisco.... 501,707 354,876 651,455 650,010 | 156 Vick Chemical Company............. 222,668 151,788 207,307 263,399 
Shell Oil Co. of New York........ 3,770 5,008 errr ee S20 Visiting Corp. ...ccccccccsess 107,442 125,540 86,450 52,700 

eee re ere ee 263,177 203,278 148,286 53,527 | 34 Walker, Hiram & Sons, Inc........ 844,640 649,722 600,862 899,276 

Ce Ee ee ee ee 512,180 481,885 471,971 247,500 | Including: 

78 4Bimoniz Commany, TH. ......scccsees 200,505 181,115 181,023 193,812 Walker, Hiram & Sons, Ine. 814,860 649,722 600,862 816,151 

154 Sinclair Oll Remming Co... 6... scenes 225,120 201,613 198,440 199,190 | Gooderham & Worts, Ltd... 29,780 Meares Teer 83,125 

153 Singer Sewing Machine Co............ 226,035 193,650 171,719 154,600 | 61 Wander Company, The......... 508,255 284,490 327,603 379,004 

136 Smith, Alexander & Sons Carpet Co... 258,298 215,562 243,654 34,480 | 307 Warner Brothers Pictures, Inc. 111,589 119,805 202,047 251,302 

165 Smith, L. C. & Corona Typewriters, Inc. 213,704 231,734 224,646 174,622 | 71 Warren, Northam Corp....... 464,923 538,854 457,363 549,291 

22 Socony-Vacuum Oil Co., Inc.......... 1,267,002 1,190,756 1,135,394 956,891 196 Weco Products Company. . 183,510 243,917 218,515 142,950 

109 Somerset Importers, Ltd.............. 324,919 253,819 237,189 178,367 | 322 Wellington, Sears Co........... 107,260 98,575 113,574 115,885 

261 Southern Pacific Company............ 134,598 151,093 155,320 114,797 | 223 Wesson Oil & Snowdrift Sales Co 159,925 183,178 207,216 125,315 

302 Spencer Corset Company, Inc., The... 116,019 114,403 115,875 116,350 | 278 Western Cartridge Co.... 125,262 107,238 128,898 65,428 

Oe: Wy Bs Bees OE UI iat sees esé sen 369,981 829,800 795,466 678,620 | Including: 

Including: Western Cartridge Co........... 49,281 48,527 55,681 64,852 
Bauipw, HB. H., & BOMB... ccscccen 231,820 693,474 683,087 563,421 Winchester Repeating Arms. 59,991 50,906 64,421 520 
I NS sid vehi esas 138,161 136,326 112,379 115,199 Bond Electric Corp. 15,990 7,805 8,796 56 

© BRRRr TRIG, DG cc cccccccccence 1,978,047 1,711,694 1,050,376 1,187,374 149 Western Electric Co................ 232,435 180,720 145,333 183,478 

Including: 70 Westinghouse Electric & Mfg. Co...... 468,873 767,552 707,419 729,519 

American Institute of Baking....... = ...... 00 su eaee 226,208 8 = cccces Including: 

Chase & Sanborn Coffee.......... 332,860 390,407 18,000 131,500 Westinghouse Electric & Mfg. Co 25,755 139,214 
Chase & Sanborn Tender Leaf Tea. 58,330 87,220 i: re Domestic Appliance Div. 328,326 552,148 
Fleischmann Distilling Corp....... 324,165 320,889 268,538 230,952 Westinghouse Lamp Div. 83,262 67,850 
Fleischmann Yeast .............. 656,114 464,313 262,475 625,952 Westinghouse Tenderay Process... ...... oo ccecee cecuce eeenee 
Royal Baking Powder............ 247,928 203,920 178,180 198,970 Fluorescent Lighting 31,530 8,340 S306 060g RES 
Royal Gelatin Desserts........... 154,330 ee -satace as neas 310 White Motor Co.......... Os 109,300 112,705 135,425 27,455 
PEE PE kako sh ctdew sive. 175,110 122,980 22,800 144. Whitman, Stephen F. & Son, Inc 239,920 242,825 230,710 220,198 
Royal Gelatin & Puddings........ eee  acebee educa. aielews 339 Wildroot, Inc. ....... ; 100,494 86,985 78,205 66,057 

186 Standard Oil Co. of New Jersey...... 193,854 11,400 13,992 158,547 145 Williams, J. B. Co., The 238,699 138,195 71,394 68,221 

Including: 114 Wine Advisory Board 311,402 254,633 5 - rr 
Standard Oil of New Jersey...... 13,325 11,400 12,312 15,717 79 Wise, Wm. H. & Co. 435,758 313,307 314,908 78,405 
Pe Owens wees eaes cobs ses 178,169 480 67,025 Including: 

Daggett & Ramsdell.............. ae) wtkdlnk se 1,200 75,805 Wise, Wm. H. & Co....... 274,533 161,023 236,083 

185 Statler Hotels Company.............. 194,100 138,612 85,050 133,926 National Educational Alliance 153,945 32,843 78,825 
40 Sterling Products, Inc................ 734,332 706,516 1,091,024 *686,253 National Aeronautical Council 7,280 119,441 at te 

Including: 265 Wohl Shoe Co. 133,578 100,843 100,779 93,149 
Bayer Co., Inc. 3,120 9,420 154,757 125,495 116 Yardley & Co., Ltd 305,575 301,430 250,130 197,185 
Centaur Co. ............. 524,521 526,872 364,974 168,714 132 Young, W. F., Inc 267,300 287,709 292,232 279,364 
General Drug Co........... 61,746 41,909 82,035 142,939 296 Zenith Radio Corp. be 117,994 98,901 43,963 26,346 
Phillips Chemical Co., Chas... 143,905 114,820 282,978 200,854 155 Zonite Products Corporation 223,220 185,374 193,246 243,905 

Leadi Radio Ad ti in 1941 
Companies Spending More Than $100,000 on NBC, CBS and MBS 
Networks with Comparative Time Costs for 1940, 1939, 1938 
An Exclusive Advertising Age Compilation Based on Records of Publish- 
ers’ Information Bureau, Inc. 

Rank 1941 1940 1939 1938 Rank 1941 1940 1939 1938 
8 Adam Hat Stores..................+- 196,056 $ 217,772 $ 151,893 $ 76,376 Clapp, Harold H., Inc............. 210,128 101,545 errr as 
83 American ke err ee 86=—s_«s$bpeein-- “wana coey Kolynos Company .............. 737,853 430,080 370.303 396,050 ft, 
8 erican Home Products Co.......... 3,473,108 2,821,739 2,529,553 2,577,973 Midway Chemical Co......... eer 25,574 , ae, i 

including: Mystic Laboratories, Inc.......... 25,362 ae tense (sevées a 
Affiliated Products Co............ 288,951 368,818 267,418 535,123 Three-In-One Oj] Co............. sss... 68,794 33,067 «...... > 
TE, dda Seen ceca keek ee 1,781,990 1,076,707 829,042 799,056 Wyeth Chemical Co.............. 190,001 133,339 239,783 127,460 
DE Un, coc cecidetdcbesbeonece 149,200 376,738 461,176 462,651 55 American Oil Company.............. 436 662 472,713 299,399 3,541 
DOs Mie Si casascavibsnesee 89,623 208,615 231,373 257,633 (Continued on Next Page) 
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ADVERTISING AGE February 2, 1942 
(Continued from Preceding Page) 

Rank 1941 1940 1939 1938 | Rank 1941 1940 1939 1938 
65 American Safety Razor Co............ $ 344,515 $ 158,857 $ ...... OS  vszaks ma © Bc FCT ere errr er rere re 494,203 459,113 426,360 399,960 
36 American Tel. & Tel. Co.............. 609,476 SE re ee ee a RP eerer rr err ee 162,511 CS ee ne oe 
11 American Tobacco Co............200. 2,755,714 2,270,213 2,506,141 2,653,575 GB Hecker Products Corps. .....sccccsese 316,800 216,754 6,960 65,42] 

Including: a a 132,012 566,520 283,753 - 
American Tobacco Co..........¢¢ 2,755,714 2,270,213 2,248,548 ...... | 69 International Silver Co............... 312,865 302,000 235,244 85,095 
American Cigaret & Cigar Co..... 9 ...... 0 ee eae ee | 21 Jergens-Woodbury Co. .............. 1,060,274 1,033,807 819,960 622,277 

Re a ee re Cee °°) fkaaeee. dateeel: mecsen Including: 

Including: Jergens, Andrew Co............. 247,388 279,068 247,274 206,373 
RM. <\ occ bwcsesedeses a  géees. sosdee  seeaas Woodbury, John H., Inc........ 812,886 754,739 572,686 415,904 
ES ee ee ey oo aro _ 81 Johnson & Johnson.................. , 1 ie — 

Te Aventis Benning Co...... ices cen 227,934 13,784 10,093 13,050 | 31 Johnson, S. C. & Son, Inc............. 721,453 633,512 589,330 675,190 
67 Axton-Fisher Tobacco Co............. 327,681 30,727 Seer | SR Bi ee Bidens cesieveces 573,752 554,899 901,546 831,547 
ee ae Ms dea cede vee eae 802,141 618,964 436,200 437,700 | 5 Lever Brothers Company............ 4,499,837 3,171,074 3,392,672 2,790,141 

101 Ballantine, P., & Sons................ a ee oe nee ee | 22 Lewis Howe Company............... 919,448 957,354 635,338 419,240 
Se EE GE, SOs vere ce ctncecsavees 786,316 510,948 521,614 272,306 | 7 Liggett & Myers Tobacco Co......... 3,729,897 3,356,713 1,937,652 1,689,579 
S2 Bendix Aviation Corp... .......sccce> OO oe GE LAO, TOMO Pi, TG ccc ccceccccss 477,848 (2 ier Bie 
ee, 722,476 0. es | OB Keortiingd, P., Co., TC... cc cccccccccess 151,112 545,738 794,014 744.653 
et een tcaee seed sek eek ean 186,681 135,567 147,665 129,172 | 94 Lutheran Laymen’s League........... 157,390 127,465 99,565 94.03 
Be. SMONnoEOe CO, occ ccc ssccescssces 1,112,213 1,077,176 1,141,548 942,930 | 76 Magazine Repeating Razor Co......... - | ee 7,602 
10 Brown & Williamson Tobacco Corp.... 2,856,059 2,972,755 2,047,536 715,790 SB BP hoc thoida6kéddscvcceassaes 785,028 544,714 253,816 in 
52 California Fruit Growers Exchange... 479,107 348,363 ) ieee 1 RC ona c ccc ccviecescees 198,876 146,354 93,611 56,138 
ee Te Be rrrererrreTr 398,531 371,042 438,850 520,398 | 12 Miles Laboratories, Inc............... 2,346,963 1,393,382 1,236,254 1,387,006 
ee EE 6 ee 3,770,291 4,044,389 2,704,331 2,279,425 . 99 Modern Food Process Co.............. 116,678 69,887 23,234 21,432 
We CU GD, vc cncctnctsvesedorcoves 607,931 726,051 598,137 560,872 | 15 Morris, Philip & Co., Ltd., Inc......... 1,755,950 1,608,211 1,216,166 1,068,554 

Including: | 16 National Dairy Products Corp......... 1,692,135 1,497,639 1,490,480 1,466,957 
oe re 562,123 651,852 551,676 513,640 Including: 

Albers Bros. Milling Co........... 45,808 74,199 46,461 47,232 National Dairy Products Corp..... 491,200 504,445 508,406 493,928 
ee. Ge NO, BG ii ccc cciceressvess ee. eee i eee) ol eet Be ME GO ei wana kaa dewens 1,200,935 993,194 982,074 973,029 
Je ed Ae} re 479,813 415,345 227,385 211,050 SO Pacihe Coast BOTAs CO... 2.66. cccces 489,809 318,096 348,232 339,296 
19 Chrysler Corporation ................ 1,118,569 986,049 950,146 iP ' Sie wee 2 ere ree rr 213,394 408,237 293,747 69," 69 
ee ee SE Os oc cd aed aunewase ens 500,178 626,104 718,282 638.205 | 73 Pepsi-Cola Co. ............c.cceceeees 263,975 as 8 “eeene — 
Be CO ee CD gnc ccc ce cccsens 889,106 44,510  ...... 358,940 ee 583,320 624,910 603,400 339,260 
4 Colgate-Palmolive-Peet Co. .......... 5,353,719 4,334,222 2,749,733 1,898,015 29 Pet Milk Sales Corporation........... 753,139 713,883 699,242 594,013 
72 Commercial Credit Co............... 271,155 er a 1 Procter & Gamble Company, The..... 9,401,353 10,999,416 8,769,135 6,173,783 
61 Continental Baking Co., Inc.......... 403,690 908,404 729,543 650,260 34 Prudential Ins. Co. of America........ 651,477 724,655 414,330 ack 
43 Cudahy Packing Co., The............ 550,766 463,939 352,425 372,488 Oe ee ie eeeneaene 428,976 357,703 215,423 13,829 
ee | Re ere Peer rere SAAN ee 48 Quaker Oats Company............... 498,811 955,756 1,200,947 885,268 
45 Du Pont de Nemours, E. I., & Co..... 526,860 370,524 196,620 250,455 66 Ralston Purina Company............. 334,654 319,004 466,011 383,906 
ee ee eee 531,374 104.962 ss. neues 105,487 13 Reynolds, R. J., Tobacco Co........... 2,324,677 2,127,609 1,723,574 1,000,184 
ee i ei e swab ewen desea 570,802 a e600 i weenen ee SE PE EE, Cc kis ssicddiwsscee 406,707 398,525 200,564 203,476 
46 Firestone Tire & Rubber Co........... 521,136 492,842 558,746 635,206 | eS Se OD ree eTere Ter Tere 274,791 Sf rere 9,620 
ee MR Ba WG GMs rece dees ee rsvenccce 655,617 515,393 488,265 364,563 | 84 Sherwin-Williams Co., The........... 199,399 250,376 307,965 231,409 
70 Florida Citrus Commission........... 285,506 - ae 61,975 | Including: 
Ee 904,054 944,638 949,297 1,052,895 | Sherwin-Williams Co. ........... 171,171 162,504 192,809 
54 General Cigar Co. ..............045. 455,409 343,681 + Serres | Acme White Lead & Color Works. 28,228 87,872 115,156 re 
39 General Electric Co. ...........eces0. 593,424 525,796 367,629 2 2 fs’. Be Pe rrr reer eee 136,849 ree 62,450 
2 General Foods Corporation .......... 7,189,761 5,887,349 5,269,567 5,239,606 | 35 Squibb, E. R., & Sons................ 620,416 errr aa oe 

Including: 18 Standard Brands, Incorporated........ 1,229,706 1,504,199 2,898,521 2,670,467 
Pe | re 72,890 84,001 68,836 Including: 

SPMD wh peasnesdecddeceecin 777,210 861,135 586,502 484,796 | Chase & Sanborn Coffee.......... 489,888 437,916 946,240 965,434 
Grape Nuts Flakes............... 257,893 ee 0 tkeaas  eeudas Chase & Sanborn Tender Leaf Tea 439,150 469,623 522,527 544,363 
CE oe eh east eee eine ~Gletate — Gidewaa 101,498 734,843 | Fleischmann’s Yeast ............. 252,648 354,812 757,234 387,922 
IRS rer ee 956,088 695,414 677,366 651,441 | Royal Desserts .................. 48,020 241,848  ...... oeeeee 
Jell-O Ice Cream Powder & Mix.. _.......  — x. errr Royal Desserts & Foil Yeast...... «....... ss uuues 672,520 772,748 
ED ED okies iacaesecseae 56,088 307,479 reer 3 Sterling Products, Inc..........sec00% 6,992,342 5,974,999 4,445,476 2,768,706 
La France & Satina.............. 332,233 288,858 345,658 299,520 | Including: 
Maxwell House Coffee........... 935,828 683,254 878,990 836,814 fe a” Pee ee ee 1,570,476 1,250,886 789,340 696,807 
PE OEE 5 ves racdeacereses 199,468 192,280 45,003 161,090 Se eB os Sk Ses e as ve 396,482 349,079 313,334 85,500 
Poet Bram PIMOS .. 1. sc icccccnes 756,700 649,996 70,040 367,984 oo i rr 1,110,008 941,418 376,972 
PE: fcccdsevavedakwiavs 694,438 327,908 350,330 135,135 Mulsified Oil Shampoo Co......... =. ..... 54,926 6,755 eee 
ESP rer re ere 259,510 241,914 792,993 450,159 Phillips Chemical Co............. 1,689,300 1,470,412 1,275,854 1,171,135 
Ee eer eee eee eT 564,209 488,381 369,365 261,091 pp ee OD ree 1,369,518 1,128,420 993,557 815,264 
Swans Down & Calumet.......... 540,135 986,340 716,388 679,385 Cummer Products Co............. 856,558 779,858 689,664 es 
Calumet-Swans Down-Bakers 25 Sun Oil Company, The............... 829,778 676,712 656,084 631,667 
Chocolate-La France & Satina.. ee i «200s 626858  #¢02%= | TB Bwikt Be Con. wc secccccsccvcsccee hats 256,717 6,791 127,384 88,487 
Swans Down & Diamond Crystal me © ORR er re 1,782,271 1,029,709 875,418 405,265 
_ RAPPEPP ee errr err eee ee <éedieet SGueews  oevc'es | 56 United States Tobacco Co............. 433,716 400,103 450,075 435,120 
Swans Down Family Flour (Igle- BS. tC. Serre 186,325 29,543 121,488 296,463 
Dt PTT OT Ue PTT Terry ee 8=—sCGkkat 8 L¥teeee  —-exotaal | 59 Wander Company, The............... 415,253 554,285 389,312 304,952 
SS Date nie eS on cee ea eee oee® oe  Loooke iteubie  sxeicwe 87 Warner, William R., & Co., Inc....... 194,106 209,034 208,536 156,114 
Baker’s Chocolate & Cocoa....... a a ee ee er ee 100 Weekly Publications ................. aoe )=3—6hlC 'eaeees060CUlUeaee 0 
DS Gee. SE Besar ctaccvaesccaes 3,456,337 3,139,652 2,411,288 1,895,412 77 Welch Grape Juice Co., The.......... 234,858 246,721 297,368 267,080 

Including: 88 Wheeling Steel Corp.................. 193,256 123,556 101,722 68,215 
ere 3,290,093 3,016,203 2,299,001 ...... 63 White Laboratories, Inc............... 353,570 a rer er 
OO cn decee a wheuu 0% 166,244 123,449 ok ree 79 Whitehall Pharmacal Co., Inc......... ae )=3—<—~«~i Oe 00C KS ere 

58 Gillette Safety Razor Co............. 428,275 428,875 _ ere ef a Oe rr 222,718 328,861 349,838 237,762 
33 Gospel Broadcasting Ass’n........... 653,027 402,232 304,652 182,842 89 Williamson Candy Co................. 193,098 a. seeang i dc aa 
74 Grove Laboratories, Inc............... 260,805 188,280 180,007 Reeeee || OTT) =6WRERIET,, Withcg Gb GOi enka vccnccccvcss 1,470,860 1,368,224 1,304,391 1,241,705 

” 


Leading 


Rank 
11 Allis-Chalmers Mfg. C::............... 
48 Aluminum Co. of America.... 
Including: 
Aluminum Co. of America........ 
Aluminum Cooking Utensil Co.... 
25 American Tel. and Tel. Company..... 
9 American Tobacco Co.............. , 
19 Association of American Railroads.... 
DP SE sc kccewseweedadunns ; 
46 Brown & Williamson Tobacco Corp... 
ae: Gs Wie Meg: SO cc cevceeeeeccesoe 
22 Champion Spark Plug Co... 
7 Chrysler Corporation . 
Including: 
See BOO GBs vc ceccccccnasves 
Plymouth Motor Co..... 
38 Continental Oil Company............. 
50 Corn Products Refining Co. 
47 Dairy Association, Co., Inc... 
10 Deere & Company........ 
34 De Laval Separator Co. ia eile 
32 Du Pont de Nemours, E. I., & Co., Inc 
Including: 


arm Paper 
The 50 Leaders with Comparisons for 1940, 1939, 1938 


An Exclusive Advertising Age Compilation Based on Records of Publish- 
ers’ Information Bureau, Inc. 


1941 


$ 159,383 $ 


62,110 


62,000 
110 
99,420 
205,215 
132,679 
91,512 
62,900 
146,754 
115,852 
262,610 


108,594 
154,016 
77,392 
58,028 
62,622 
172,407 
82,967 
84,519 


1940 
102,148 $ 
65,400 


49,500 
15,900 
110,855 
184,182 
109,235 
15,900 
101,813 
113,513 
354,922 


132,891 
222,031 
76,898 
54,341 
57,228 
137,281 
59,770 
86,387 


1939 
116,527 $ 
66,200 


43,200 
23,000 


109,129 
112,478 
264,653 


82,767 
181,886 
75,975 
54,787 
59,997 
159,481 
44,633 
123,588 


1938 
141,202 
38,550 


38,550 


107,412 
152,495 
75,372 
75,264 
46,770 
183,999 


ey 


Advertisers 


Rank 1941 
Du Pont de Nemours, E. I., & Co.. 24,618 
Remington Arms Co............. 34,330 
Be ES rere 25,571 

33 Electric Auto-Lite Co.............. 83,299 
Including: 

Electric Auto-Lite Co. ........... 64,557 

U. S. L. Battery Corp.......... 18,742 

26 Fairbanks, Morse & Co............... 97,024 

fe, ft rr 69,810 

6 Firestone Tire & Rubber Co.......... 265,838 

BD RO bbe cas sees che erscevess 551,230 
Including: 

i, bg > eee 266,969 

Ford, Wm., Tractor Sales Co. 284,261 

2 General Foods Corporation....... 595,024 


Including: 
Baker’s Coconut ..... 


Calumet Baking Powder ey 35,025 


a 39,610 
Grape Nuts Flakes.... en 
SL ere ee eee eee ee ere Eee 43,200 


Jell-O Ice Cream Mix........ 


(Continued on Next Page) 
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124,534 
506,180 


10,128 
56,979 
46,098 


15,450 
10,119 


1941 


378,934 
13,951 
537,476 


16,403 
107,251 
47,930 
68,608 
76,600 
4,611 


1938 
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25 
(Continued from Preceding Page) 
rank 1941 1940 1939 1938 Rank 1941 1940 1939 1938 
DE BEE ccc sccccsacunes $ 46,445 $ 44,560 $ 37,331 $ 12,868 8 Goodyear Tire & Rubber Co., The. 213,946 190,947 250,889 365,024 
,. ©... 6, Reyer rar 106,560 72,110 64,710 13,688 oe: ° BI Ra ona whe oes 79,644 63,948 49,210 19,600 
I eee ca ik etek a 64 ek 0! rr 32,282 64,219 4 International Harvester Co., Inc.. 387,282 534,999 500,965 539,197 
ee Seer ee 67,692 78,104 89,750 32,762 20 Lever Brothers Company............. 131,178 117,417 132,961 110,466 
IER Sa ad aa 0 44a ae & 8 ee OR 84,092 cae 22,783 17 Liggett & Myers Tobacco Co.......... 151,344 252,633 312,779 347,931 
I a oS gag ba ewewe eae 31,800 0 es ee 44 Metro-Goldwyn-Mayer Pictures Corp. 7,714 66,168 29,294 pees 
CR ES SN sks irkiectuswe rs 155,226 98,902 64,526 98,338 23 Minneapolis-Moline Power Imp. Co... 115,651 97,424 106,007 117,558 
Including: 49 Mishawaka Rubber & Woolen Mfg. Co. 58,986 62,212 69,429 60,300 
co Pee 143,810 88,813 56,090 35 Morton Salt Co............... 82,241 85,806 65,252 62.467 
SG ab sete eve wae ees 11,416 10,089 ee 0 ca oe OW BOOK, INC.i6s 55.55. 76,275 89,528 a 8 3=s-habces 
5 GOORERS BOTS COORD. og cess cw cecane 903,901 803,512 699,819 469,999 45 Northwestern Yeast Co..... 67,026 83,096 ck i 
Divisions: 27 Oliver Farm Equipment Co. 96,668 68,986 | eer 
PR 109,657 106,366 77,696 50,627 41 Perfection Stove Co...... 75,204 67,426 107,218 112.852 
Delco Appliance ...... errr re 9,379 ) i ee ee 30 =Pillsbury Flour Mills Co. 87,220 72,717 83,302 81,404 
kkk dee eke ean 54,026 35,380 53,277 32,981 40 Ralston Purina Mills ...... 76,136 14,651 35,410 54,066 
eee 61,600 64,760 62,585 17,157 5 Reynolds, R. J., Tobacco Co.. 372,246 406,596 378,274 454,664 
FT eT eT ee eee 4,620 10,791 5,551 37 Safeway Stores, Inc...... 77,909 70,541 70,809 54,081 
Subsidiaries: 31 Socony-Vacuum Oil Co., Inc.... 84,836 71,173 103,864 95,400 
General Motors Acceptance Corp. . 70,023 21,160 21 Standard Oil Company (Indiana) 124,567 123,699 121,722 124,301 
General Motors Sales Corp: 16 Sterling Products, Inc. 154,322 144,631 115,469 68,949 
Buick Motor Division.......... 14,200 16,276 59,058 50,257 Including: 
Cadillac Motor Car Division.... —_....... fore. srevd Bayer Co., Inc. ie 14,616 6,801 

Chevrolet Motor Co......... 225,465 239,513 240,378 166,247 ree 154,322 144,631 98,997 60,536 

Diesel Engine Division.......... = «..... ier ore eae Phillips Chemical Co., Chas 606 1,612 

Frigidaire Division ............ 37,778 41,210 12,614 3,428 Ironized Yeast Co...... pia , brs 1,250 

Oldsmobile Division ...... 36,611 60,426 57,375 38,908 12. Studebaker Corporation, The.. 155,77 68,584 38,360 ee 

Pontiac Motor Division. . 61,115 27,366 16,538 14. Texas Company ... 155,395 153,388 140,184 88,140 
Affiliated Companies: Including: 

Ethyl Gasoline Corp.......... 117,355 111,700 94,198 87,312 Cg Re 79,445 68,878 140,184 49,400 
General Motor Truck Corp......... 23,892 21,842 15,309 7 Indian Refining Co...... , 75,950 SGnee 8 8=—«s «kh 38,740 
General Motors Corp............... 82,800 i POS ae ee 28 Union Carbide & Carbon Corp. om 92,960 111,251 167,662 167,564 

13 Goodrich, B. F., Co., The...... 155,443 189,767 167,235 198,031 Including: 
Including: National Carbon Co..... 91,520 111,251 167,662 167,564 
ee ae re 109,020 146,666 124,702 152,529 Carbide & Carbon Chem. Corp. . 4 Sere or eee ee 
Goodrich Footwear Division...... 23,496 21,936 21,050 21,966 24 United States Steel Corp. ; - 103,603 96,308 568.544 ...... 
Hood Rubber Co., Inc............ 22,927 21,165 21,483 23,536 43. Wolverine Shoe & Tanning Cor p. aie, eee 67,821 65,891 62,690 59,112 
chapter and community organiza- Foil Order Revoked 


Warns Against Use 
of Red Cross in 
Advertising 


New York, Jan. 27.—Advertisers 
and agencies were warned today by 
G. Stewart Brown, national director 
of public information, American 
Red Cross, that use of the Red Cross 
emblem 
advertising is strictly prohibited by 
act of Congress. He voiced “thor- 
ough appreciation,” however, of the 
spirit behind advertisers’ offers of 
cooperation. 

Federal restrictions, which were 
approved Jan. 5, 1905, do not pro- 
hibit companies that had used either 
the name or symbol of the Red 
Cross prior to 1905 from continuing 
such use for the same purpose and 
class of goods. 


Mr. Brown explained that the| 


Red Cross is extremely anxious to 
prevent useless expenditure of time 
and effort in the preparation of copy 
which, though well-intentioned, vio- 
lates the federal statutes. “It may 
also be mentioned,” he continued, 
“that the Red Cross, both as a na- 
tional organization and as a local 


and name for commercial | 


tion, frequently has accepted con- 
tributed advertising space in maga- 
zines, newspapers and other media, 
where the appeal to the public was 
based entirely on Red Cross services 
and needs, and contained no ma- 
terial advertising the sponsor.” 


‘Abbott Kimball Probes 


Wartime Advertising 
“Advertising for the Duration,” a 
new booklet written by Abbott Kim- 
ball, president, Abbott Kimball 
Company, New York, and published 


by the agency, discusses the role 
advertising will play during the 
war. 


It points out how advertising will 
assume a new and larger position 
in our national life as a social force, 
a government mouthpiece, and an 
open forum for the differences of 
capital and labor. 


Made a Vice-President 

Dr. C. F. Rassweiler, research di- 
rector of Johns-Manville Corpora- 
tion, has been appointed a_ vice- 
president. He will continue in 
charge of the company’s research 
and development activities, which 
now are devoted largely to convert- 
ing the company’s full production 
capacity to war uses. 


*THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
‘IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


UTHOGRAPHED DISPLAYS 


Measure Buying 
Habits, Income of 
Race Track Fans 


New York, Jan. 27.—The nation’s 
horse followers gained official mar- 
keting recognition this week when 
National Turf Dailies released find- 
ings in a survey project conducted 
by Daniel Starch & Staff, which 
sought to describe track fans in 


terms of income and buying habits. | 


During the course of the study 
1,034 interviews were made in club- 
house and grandstand sections of 
tracks and at newsstands in Sara- 
toga, New York, Chicago and San 
Francisco. Two-thirds of the sub- 
jects were found to be 35 years of 


age or over, and one-third with 
incomes of $5,000 a year or more. 
Almost 16 per cent of those inter- 
viewed claimed incomes above 
$10,000. 


Chesterfield emerged as the fav- 


orite cigaret brand, preferred by 
24.9 per cent; while next in order 
came Camels, 22.1 per cent; Philip 
| Morris, 16 per cent; Lucky Strike, | 
| 15.4 per cent; Old Gold, 5.9 per 
cent; Pall Mall, 3.4 per cent; and 11 
other brands accounted for the re- 


= mainder. 
Favor Scotch 


Scotch was the favorite drink of 
those who indulged, but only 35.5 
per cent specified a preferred brand. 
Haig and Haig and Black and White 


|} topped the list, with Ballantine, 
|Johnny Walker and Teacher's as 
|runners-up. Canadian Club and 


Calvert were far out in front among 
the rye drinkers. 

Seventy-six per cent of those in- 
terviewed owned cars. Buick was 
the leading make, 15.5 per cent; 
Ford, 11.2 per cent; Chevrolet, 10.6 
per cent; Cadillac, 7.4 per cent; and 
Pontiac, 7 per cent. More than 87 
per cent of all cars were 1939 or 
later models, 

Shedding some light on the selec- 
tion techniques of racetrack hab- 
itues, the survey reported that 77.9 
per cent study past performance 
charts. Asked how often they attend 
the races, 33.8 per cent said one to 
seven times weekly; and 65.6 per 
cent, one to four times monthly. 


ASCAP Plea Dismissed 


The Supreme Court has dismissed 
an appeal by the American Society 
of Composers, Authors and Publish- 
ers from a decision that ASCAP had 
violated the Sherman anti-trust law 
and therefore was not entitled to 
bring suit against a statute of the 
state of Washington which regulates 
the use of copyrighted music. 


CBS Offers Employes 


Pay Roll Allotment Plan 

Columbia Broadcasting System 
has offered to its employes a pay- 
roll allotment plan for he accumu- 
lation of funds toward the purchase 
of defense bonds and treasury tax 
notes. 

Under the plan, employes may 
authorize the CBS treasurer to make 
weekly deductions from their sal- 
aries for the monthly purchase, by 
the company, of either defense 
bonds, tax notes or both. 


Fitch to Butler Stores 

Herbert Fitch, formerly advertis- 
ing manager of Phillips-Jones Cor- 
poration, New York, has joined H. 
H. Butler Stores, New York, in a 
similar capacity. 


The lead and tinfoil order which 
was issued Nov. 24, 1941, by the 
Office of Production Management, 
and its effective date later post- 
poned, has been revoked. Limita- 
tions on the use of foil for packaging 
and other uses are now included in 
separate conservation orders on 
lead and tin. 


D. Duck to Treasury 


The United States Treasury will 
benefit from the tax - producing 
abilities of Donald Duck, the De- 
partment has announced. A special 
film is being produced by Walt Dis- 
ney and staff to aid the government 
in prompt collection of income 
taxes, and Donald Duck gets the 
leading role. 


The trick is to find someone in Baltimore 


who Does Not Listen to WFBR 


The top morning show in Baltimore? It's on WFBR! 
We'll give you the figures to show you. In the after- 
noon? The biggest bunch of women are beamed on 


WFBR 


...and that, too, is a fact! At night? Who 


else ever heard of three local shows a week averaging 


a 33% 
them hit 78% 


listening audience — week after week? One of 
of all sets turned on! 


Baltimore people seem to like the friendliness of 
WFBR. Chances are you can do yourself some good 
using the station Maryland people listen to. 


WFBR 


* WBOC, Salisbury *« WJEJ, Hagerstown * 
The Maryland Coverage Network within the Mutual Network 
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Northwest Farm Raises 
Trees for Lumber 

One of the most unusual 
in the United States is the Clemons 
Farm near the Pacific Ocean in 
Washington, which comprises 130,- 
000 acres, or 200 square miles. It 
is unusual because it raises trees 
for lumber, and further unusual be- 
cause the first crop will not be har- 
vested until the year 2000. 

In describing the venture in Na- 
tion’s Business, Bill Price, the man- 
ager, says the development was 
undertaken to prove that timber is 
a crop, and if it is proved, of which 
he is sure, timber will be made a 


ADVERTISERS! 


Twenty-five years’ brass-tacks experience 
enables us to show the average small 
and medium-sized advertiser how to get 
10% to 20% more out of his appropria- 
tion. Write for details. Cahall Adver- 
tising Agency, Fox Bldg., Phila., Pa. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


farms 


permanent resource of America—a 
living resource at that. 

Last winter, 300,000 small Doug- 
las fir seedlings, about 12 inches 
high, were planted. Scattered blocks 
of seed trees will distribute seeds 
and further propagate the land by 
natural means. At the start there 
will be as many as 50,000 or more 
seedlings on some acres, but by the 
time they have reached maturity, 
they will have been reduced to 
about 100 per acre. 


Improving on Nature 


By the year 2000, when the first 
crop will be harvested, Mr. Price 
estimates that from 100,000,000 to 
130,000,000 board feet of marketable 
timber can be cut from the farm 
every year. That would mean an 
annual production value of from 
$2,000,000 to $3,000,000. 

When this land was first cut over, 
less than 40 per cent of the tree 
crop was usable because it was 
over-ripe. But when the first do- 
mestic crop is harvested, it is ex- 


pected to be 80 to 100 per cent 
salable. Thus, says Mr. Price, does 


man improve nature. 


ok oe um 
There has been no slowing down 
of shoe and leather production and 
there is none in sight, according to 
Hide and Leather and Shoes. 
Although warnings have been fre- 


quent about reported inventory ac-| 


cumulations, the publication says 


retail sales continue to absorb the, 


bulk of current shoe production, 
while military demands are increas- 


ing and tanneries and shoe factories | 


keep at high production levels. 
x * * 


Unlike copper or aluminum or 


steel or any of the critical items, 
there should be no shortage of kilo- 
watt-hours to limit increased war 
production, says the Jan. 24 “Elec- 
trical World.” The generating capac- 
ity today is nearly five times as 
great as it was at the time of the 
first World War and is being in- 
creased now at a rate of over three 
and a half million kilowatts. 
be Me # 

Soa! from petroleum as insurance 
against the day when coconut and 
other natural soal oils will be un- 
obtainable is the newest in the long 
line of synthetic products which the 
oil industry is supplying or getting 


THE 
WHEELS 
THAT 
NEVER 
STOP! 


Turning out VICTORY 


...and new Problems! 


For you as citizen of the nation the wheels 
of industry sing “Victory to come.” For you 
as marketing man they shout “new prob- 
lems and selling opportunities.” 

Plans and schedules need revision to 
concentrate on the ‘Big Money” market in 
America today . . . the families of skilled 
mechanics, lathe operators, riveters, platers 


CLICK 


. where weekly pay envelopes are 
bulging with overtime wages. 

CLICK places 2 of every 3 copies among 
the families of these working men... a 
concentration unique among national maga- 
zines. Tool up” now to reach these families 
... Sell them... for they are the market of 
tomorrow as well as today ! 


REACHING THE WORKING MAN AND HIS FAMILY 


HARRY HAYDEN, Advertising Manager 
: Offices of Advertising Representatives 


551 FIFTH AVENUE, NEW YORK CITY 
731 PLYMOUTH COURT, CHICAGO + DUNCAN A. SCOTT & CO., SAN FRANCISCO 
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AUTO ADVERTISING DOWN, GENERAL UP 
6 GAIN AND LOSS PERCENTAGE Se ) e 
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DECOMBER 1941 - 194 LOSS GAIN 
CLASS IF ICATIONS -3 10 0 10 20 3 
— 
~ | 
METAIL 1.8 —s | | 
GENERAL 25.8 
| Automotive 20.2 
| FiNANCIAL -2.3 me 
Tora. DisPiay 4.0 
CLASSIFIED -6.3 a mnitiiiniend 
TOTAL ADVERTISING 2.2 coon 
| 
DEPARTMENT STORES 2 | 
JANUARY | to DECUWER 31, 1941 - 1940 
RETAIL 4.6 oe | 
GENCRAL 2.9 aad 
AUTOMOTIVE -9.0 ——mere 
FINANCIAL 5.4 — 
| 
Torac DisPcay 3.5 — | 
LASSIFIED 7 en | 
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Gain and loss percentages in newspaper advertising for December, 1941, cor- 

pared with December of the previous year, and the Jan. |-Dec. 31 periods f 

both years are shown in this chart based on figures compiled by Media Recor< 

Inc. Automotive advertising declined 20.2 per cent in December, but gener! 
advertising gained 25.8 per cent. 


zady to supply, reports the Ameri- | 


an Petroleum Institute. 


Cut Metals Use 


With the setitatiiad on rubber sc for Lamps from 


auch of public concern, it is in- 
eresting to note a statement in < 
vamphlet issued by Goodyear Tire 
nd Rubber Company that Europe 
aw its first rubber when Columbu: 
eturned from one of his voyage: 
wringing with him some samples of 
he substance which he had founc 
n the tropical jungle. In 1876 the 
sritish cbtained seeds from the val- 
2y of the Amazon and in the course 
f time transplanted them to Ma. 
iya and the East Indies, forming 
he foundation of the modern plan 
ation system. As late as 1912 more 
han half of the rubber consume: 
xy the United States came from th 
vild trees of tropical America. Nov 
nore than 95 per cent of our suppl: 
omes from cultivated plantations 
yoodyear is developing large rubbe 
lantations in Costa Rica, thu 
winging rubber back to the West- 
rn Hemisphere. 
oo co cK 

If you want to know how to de 
ermine the cost of drinks, by cas 
ots, turn to a page in the Januar; 
ssue of ‘The Hotel Monthly.” There 
ou learn that at $16 per case a one 
unce drink cost 4.5 cents, where 
ts, at $50 per case, it amounts t 
4.2 cents. Furthermore, the reve 
ue per quart bottle received fron 
lrinks of one ounce at 25 cents per 
imounts to $8. There are 384 liquo 
‘unces in a case; the actual num 
ver of one ounce drinks sold is ap 
roximately 354, due to spillage 
vaporation, etc. 


Durand Adds to Duties 


W. C. W. Durand, director of the 
advertising investigation depart- 
ment of Macfadden Publications, 


New York, and executive secretary 
| of the magazine division of the copy 


advisory committee, has been ap- 
pointed public relations director in 


| addition to his other duties. 


20 to 50 Per Cent 


Washington, D. C., Jan. 2 
Sharp curtailments in the use of 
nickel, brass and copper in manulac- 
turing non-essential incandescent 
lamps, including those used for ad- 
vertising or display purposes, was 
ordered today by the War Produc- 
tion Board. 

WPB ruled that consumption of 
these or any other metals for lamps 
designed for use on Christmas trees 
_ or for decorative or advertising pur- 
poses must be reduced 50 per cent 
in February, March and April below 
the 1940 rate. After Feb. 1, no 
manufacturer can use any materials 
| obtained before or after that date 
with the assistance of the priorities 
system for any of these non-essen- 
tial purposes. 

Today’s order also imposed gen- 
eral restrictions on the lamp indus- 
try. During the next three months, 
, use of nickel to make any lamp 

must be cut 25 per cent below 1940 
| use of brass and copper 20 per cent 
| It is expected that these reduction: 
| will be achieved through elimina- 
| tion of non-essential lines. 

Manufacturers in the lamp indus- 
try are not expected to suffel 
greatly under terms of the limita- 
tion order. Most of the 28 com- 
panies in this field have already re- 
ceived substantial orders from the 
Army and Navy, and more will be 
forthcoming. 


Adds Three Hotels 


Blackstone Company, New York 
has been named to direct the ad- 
vertising of Hotels Lincoln and Edi- 
son in New York, and Hotel Roose- 
velt in Washington. Ted Nathan is 
account executive. 


FCC Grants Transfer 


me —_ Federal Communications Com- 
mission has authorized the transfer 
Elects Tyson of operating licenses for Stations 
Oscar S. Tyson, head of O. S. Ty-| WJZ, New York; WENR, Chicago 
son & Co., New York agency, has|and KGO, San Francisco, trom 
been elected a director of Controlled| Radio Corporation of America to the 
Circulation Audit, New York. Blue Network Company. 
* 
PHOTO-OFFSET 
7r° qe Ss "The Modern Method of 
Printing’ .. more econom- 
P R { N T I N G ical . . more versatile. 
Today's merchandising 
demands speed and economy . . RCS photo- 
offset and planograph is the answer. Write 
RCS today for details and general price lists 
along with the “Idea Kit." 
RAPID COPY SERVICE CO. CHICAGO 
123 NORTH WACKER DRIVE STATE 5977 
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The Business 
Listening Post 


| 
| 


| is important to the consumer. 


products, establishing regularity of 
trade with local sources of supply 
The 
neighborhood merchant is generally 
considered to be more concerned 
with the individual welfare of his 


Belief that resignation of Harriet, customers than some larger mer- 


Elliott as head of 
division of OPA meant lessening 
emphasis on consumer activities by 
the government seems fallacious. 
Observers believe that the consumer 
department in Henderson’s baili- 


wick will be given a new lease on) 


life. and may become more impor- 
tant than formerly. Along this line, 
the January Consumer Education 
Journal, quarterly of the Consumer 
Education Association, publishes a 
letter to Henderson over the signa- 
ture of the editor, urging him to “set 
up consumer committees for each 
major consumer problem. . . Keep 
some of us on your master policy 
committees.” Mr. Henderson is 
asked to take the lead in this three- 
point program: 

“1, Gigantic educational program 
for consumers, with democratic con- 
sumer committees ramifying into 
every cranny of our national life. 

“29 Long-range plan for Ameri- 


can consumers, developed now and | 


put into practice as soon as possible, | 


with the aid of consumer commit- 
tees. 

“3. World leadership for peace 
via a consumer orientation of the 
peace conferences with the Con- 
sumer Division prepared to play an 
important role.” 


Gasoline rationing, and probably 
not confined solely to the Eastern 
Seaboard, is expected sooner or 
later. Aside from tanker sinkings 
and the whole transportation prob- 
lem, it appears that some govern- 
ment action will be necessary to 
make motorists use their cars less 
and thus conserve rubber. 


A step under consideration by the 
War Production Board is the ban- 
ning of the manufacture of refriger- 
ators for civilian use. Production 
for government and war purposes 
will be restricted to a few models 
made in two or three plants. The 
rest of the industry will be con- 
verted to war production. 


Although Mr. Ickes is still urging 
tourists to visit his National Parks, 
some governmental action is ex- 
pected to curtail unnecessary travel 
irrespective of howls of protest from 
resort areas. Passenger airplane 
travel is already under priorities, 
and a similar system for railroads 
is a possibility. 
ok 


Neighborhood 


stores, especially 
food stores, are going to increase 


their volume this year and for the 
duration of the war, sales executives 
predict. The reason is that with 
automobiles less generally available, 
people will sacrifice advantages in 
price and range of selection for con- 
venience. Likewise, in times of 
shortages and rationing of scarce 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


@ Photo-engravers in Chicago 


& 207 North Michigan Ave. 


@ FRANKLIN 5854 
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the consumer chandising units. 


* * cd 

An institutional campaign for out- 
door advertising may be the next 
media promotion to blossom forth 
from the creative staff of J. Walter 
Thompson Company. The agency is 
responsible for the Newspaper Pub- 
lishers Committee copy, as well as 
some work for the transit adver- 


| tising field. 


Commercial Credit Company has 
had under consideration the promo- 


tion of a new plan to finance home 
modernization for defense workers. 


a" 7 | 
A test campaign laid out for New 


England newspapers has _ been 
shelved, at least for a few months. 
O’Dea, Sheldon & Canaday is the 
agency. 


Most people associate pineapples 
and pineapple juice with Hawaii, 
but the Philippines have been one 
of the most important producers as 
well. California Packing Corpora- 
tion has maintained large planta- 
tions there for a number of years, 
so that cutting off its Far Eastern 
supply may easily explain its re- 
ported cancellation of plans for ex- 
tensive advertising of Del Monte 
pineapple juice this year. 


Bireley's Stipulates 

Bireley’s, 
has entered into a Federal 
Commission stipulation to cease 
representing that its orange drink 
is made wholly or predominantly of 
orange juice, that a bottle of it con- 
tains the juice of a whole orange, 
or that the drink will aid in the 
prevention of colds. Bireley’s also 
agreed to discontinue advertising 
that its “Tomato Cocktail” is com- 
posed of tomato juice or that “Bire- 
ley’s Grape” is a real fruit bever- 
age. 


Names Hirshon-Gartield 

S. Albertson Company, Boston, 
distributor and grower, has named 
the Boston office of Hirshon-Gartfield 
to handle its advertising for Babi- 
Juice oranges. 


Trade 


Inc., Hollywood, Cal.,! 


Elects Phillips 


Roy Phillips, Citizen-Times, Ashe- 
ville, N. C., was elected president of 
the Carolinas Advertising Execu- 
tives Association at its annual mid- 
Winter convention at Greenville, 
S. C., Jan. 24. Elected with him 
were A. L. Brandon, Rocky Mount, 
N. C., and D. P. Self, Greenville. 
vice-presidents; and C. W. Patter- 
son, High Point, N. C., secretary- 
treasurer. Asheville will be the site 
of the July meeting. 


Odell Heads ANA 


Newspaper Committee 

D. H. Odell, General Motors Cor- 
poration, has been named chairman 
of the Association of National Ad- 


| vertisers’ newspaper committee. 


He succeeds J. O. Carson, H. J 


| Heinz Company. 


ts why we are 


first that matters ! 


tions in local and national spot business. 


. 


Again in 1941, KNX led all Los Angeles network sta- 


a 


j¥ And this is in addition 


to the 1941 KNX lead in network business—in the brilliant coast-to- 


coast programs that build habitual listening by the biggest audiences 


...a lead, by the way, that KNX has held every year since it joined 


a] 


CBS. (” Records like this are gratifying to us. But more important 


to you is why KNX leads. For that, ask the retailers who feel the 


direct power of KNX to bring in cash over the counter. Or ask the 


advertisers who have made KNX first. They'll sum it up for you in 


) ff : 


most sales per minute, most sales per dollar. jy When you «Bd r 
YO e } 


have a sales job to do in Los Angeles, follow the business , , 


leaders who have made KNX its leading station. 


KNX LOS ANGELES + 50,000 WATTS 


( 


OLUMBIAS STATION FO 


R ALL SOUTHERN 


CALIFORNIA 


Owned and operated by the Columbia Broadcasting System. Represented nationally by 


Radio Sales with offices located in New York, Chicago, St. Louis, Charlotte, San Francisco 
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Retailers Take 
Space to Seek 
Customer Aid 


Kansas City, Mo., Jan. 28. — Re- 
tailers in the Kansas City area have 
initiated both individual and trade 
group advertising to win their cus- 
tomers’ help in meeting wartime 
shortage conditions besetting them. 

During the past week, members 
of the Retail Grocers Association 
began including notices with deliv- 
eries to customers requesting them 
to limit orders to once a day, or 
once every two days if possible, and 
when convenient to shop in person 
and carry small orders home with 
them. The notices, printed on un- 
bleached paper, asked that paper 
bags and egg cartons be returned by 
customers, stating that “paper is as 
scarce as rubber.” 

Department stores, although not 
asking for their wrappings back, 
have posted signs requesting cus- 
tomers to take their packages with 
them whenever possible and have 
included similar requests in their 
newspaper advertising. 

The Retail Druggists’ Association 
of Greater Kansas City and coop- 
erating druggists took large-size 
newspaper space to make a similar 
plea. Pointing to the need to con- 
serve tires, gasoline and manpower, 


JOINS LIBERTY 


Alfred C. Strasser, for 


16 years art 

director of Batten, Barton, Durstine & 

Osborn, has joined the staff of Liberty 
in a similar capacity. 


copy adds this advice, “In order that 
your druggist can maintain a free 
delivery service for prescriptions 
and other vital necessities through- 
out this national emergency, please 
whenever possible stop in his store 
and take small purchases with you. 
Phone larger orders and prescrip- 
tions for free delivery.” 

The various trade associations in- 
volved explain that the retailers 
hope, through extensive advertising, 


|to obtain complete cooperation so 


that refusal of customary services 
will not become necessary. 


salers a 525,000 leap in Feb- 
ruary newsstand sales over the 
month previous! 


No wonder that more and more 
new advertisers continue to join 
True Story’s ad-roster . 
come herewith to three of last 
month’s arrivals: The Visking 
Corp., Marchand’s Golden Hair 
Wash, Van Camp’s Beans! 


says S. O. Shapiro, 
True Story’s cir- 
culation chief, in 
announcing to 
True Story whole- 


m & oo 


.. Wel- 
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" SELL THROUGH WEIL 


_ Getting Personal 


The Buffalo 
formerly circulation promotion 


Carroll H. Kitts is out of the advertising business. 
Broadcasting Corporation salesman, 
manager of the Washington Post, will enter Princeton’s theological 
seminary to study for the ministry. .. Paul W. Morency, g.m. of WTIC, 
Hartford, has been elected president of the University Club of Hart- 
ford. .. 

Off on a leave of absence to recover her health under Florida skies 
goes Eunice Wolf, for 25 years an employe of Richard A. Foley 
Advertising Agency, Philly. .. Augusta E. Neumeister, office manager 
McKee & Albright, Philadelphia, 
will be married Feb. 7 to Kurt 
Nusseck, dental technician. 

William L. Arey, Jr., manager 
of the Cleveland Times, Shelby, 
N. C., has been named Shelby’s 
“Young Man of the Year.” , 
Sidney P. Voice, v.p. of Consoli- 
dated Lithographing Corp., has 
been named chairman of the 
New York and Bronx lithograph- 
ing division of the Red Cross’ 
war fund drive. . . His wife 
couldn’t stand to part with a 
brace of cats whose total value 
was $4, so Frank G. Menke, p.r. 
dir. of the famous Kentucky 
Derby, built cats, wife and him- 
self a home deep in the woods 
around Greenfield Hill, Bridge- 
port, Conn... 

On a winter vacation are Mr. 
and Mrs. Charlie “Chick” Con- 
land. He’s with the Hartford 
Courant’s ad. dept. . . Jerome L. 
Grant, v.p. in charge of jewelry 
sales for Swank Products, Attle- 


AT EASE 


Stage effects came in handy for this 


foursome after a special celebration 
broadcast of ‘What's on Your Mind?" 
; - when KQW became the CBS outlet for 
boro, Mass., received a service  jorthern California. They are (left to 
pin himself at the company’s sight) C. L. McCarthy, KOW manager; 
annual dinner in recognition of — H. Jenanyan, general manager, 
30 years’ service. . . Planters Peanut Corp., the sponsor; 

February Coronet carries pix Raymond R. Morgan, president, Ray- 
and personality sketches of three mond R. Morgan Co., Hollywood; and 
CBS headliners, producer Nor- Arthur J. Kemp, CBS Pacific Coast sales 
man Corwin, speech expert Dr. — 

Cabell Greet, and soap opera spe- 

cialist Irna Phillips. . . First class pvt. Paul Lehner, who before khaki 
was service manager for D’Arcy Adv. Co. on the Monsanto Chemical 
account, reports that he’ll be glad to get back to Camp Wallace, 
Texas, after a 12-day furlough in St. Louis. No such command as 
“at ease” in advertising hospitality, he claims. . . 

Seven years to the day from the time Helen E. Sullivan, office mgr. 
and sec’y of Ruthrauff & Ryan, St. Louis, was transferred from 
Chicago, she was recalled. . . P. F. King, v.p. of Stanley Works, has 
been elected president of the New Britain, Conn., chamber of com- 
merce. . . J. Newell Johnston, m.e. of the Democrat, Sherman, Tex., 
has been named chairman of the Texas Big Bend Park Association’s 
expansion committee for the Fourth congressional district. . . 

Clem H. Bayer, classified mgr. of the Cincinnati Times-Star, has been 
elected recording secretary of the General Protestant Orphan’s Home, 
Cincinnati. . . E. P. Boyle, pub. of the Derrick and Blizzard, Oil City, 
Pa., has been elected a director of the Oil City Trust Company. . . 

Frederick W. Ziv, president of the Cincinnati company bearing his 
name, is back at his desk after a three-weeks vacation on the West 
Coast, a pleas- 
ure trip on 
which he signed 
up Sam Balter, 
whose “Inside 
of Sports” used 
to be heard on 
Mutual for 
Phillies, for a 
series of tran- 
scriptions, ten- 
tatively entitled 
“It May Never 
Happen 
Again.” 

A son, Thomas 
Alexander, was 
born Jan. 14 
to the E. T. 
McKenzies of 
Detroit. Mr. 
McKenzie is 
‘Announcer Ed 
Thomas of 
WJBK, and 
Mrs. McKenzie, 


BEFORE THE PREMIERE 


Chatting backstage just before the new Procter & Gamble 


"Hap Hazard" show for Ivory soap was launched over CBS 

from Hollywood are (left to right) Ransom Sherman, star 

of the skit; John E. McMillin, Compton Advertising's vice- 

president in charge of radio; and William E. Forbes, CBS 
Hollywood sales service manager. 


iformerly Mad- 
eline Nixon, was traffic mgr. of the station for eight years. .. Adver- 
tising was well represented in the Kansas City-St. Louis “Quiz of 


Two Cities” on KMOX. On the St. Louis team were Bill Graffis, 
Chicago publicity man and son of Herb Graffis, publisher of Golf and 
Chicago Times columnist; Chuck Romine, Chicago agency man and 
script writer; Bill Rooney, Union Electric, St. Louis, and Dale Barton, 
formerly of WHO, Des Moines. All are located, at present, in Jeffer- 
son Barracks. . . 

The English actress Elizabeth Englise, is now Mrs. Pat Weaver. The 
former American Tobacco Co. a.m. devotes his time these days to the 
Inter-American (Rockefeller) committee. . . 

John F. Reeder, v.p. at Y&R, has changed his address to 1212 Fifth 
avenue. .. An eight-room house near Pleasantville, N. Y., will be the 
new domicile of Louis P. Gratz, Fortune bus. mgr. . . Oliver D. Keep, 
publisher of Cue, has taken a penthouse in East 72nd street. . . 

University of Michigan alumni in New York will hear an address 
by Chester H. Lang, G-E v.p., at their annual dinner, Feb. 6. He's a 
member of the Class of ‘15... 

Edward N. Decker, publisher of the new tabloid weekly, Outdoor 
Graphic, has taken on the job of coordinating non-competitive outdoor 
sports, as part of the national civilian defense program. Hunting, 
fishing and camping will come within his bailiwick. . . 


came today a virtual czar over 


Henderson Named 
Rationing Czar 
of Retail Goods 


Washington, D. C., Jan. 27.—Price 
Administrator Leon Henderson 


tail distribution as the result o: 
delegation of authority by Ch: 
man Donald B. Nelson of the War 
Production Board. The directi.e. 
giving the Office of Price Adm »- 
istration full authority to ration .|) 
goods sold over retail counters, y as 


_ 


| issued with the approval of Pre.;j- 


| 


| is inevitable. 


dent Roosevelt. 

The order made it clear that fv r- 
ther rationing of consumers’ gox ds 
At present, only tives 


}are being rationed but progra ns 


| buying, 


are being worked out to ration au’ »- 
mobiles and sugar. In hopes of 
staving off more waves of “scar: e” 
such as the one whch 
pushed up the date for sugar raticn- 
ing, officials refuse to say what 
products are to be added- to ‘he 


| ration list in the near future. 


Draws Clear Line 


Mr. Henderson had _ previously 
been handling the rationing of c n- 
sumer goods without express au 
thority. The two distinct forms of 
rationing, as typified by cars and 
tires on the one hand and sugar on 
the other, are expected to be fol- 
lowed in future programs. In cases 
where the supply is so limited that 
only a restricted group is permitted 
to buy, such as new automobiles. 
local boards will issue certificates 
necessary for purchasing. In the 
case of products of which there are 
sufficient supplies for all consumers 
to have part of their normal amount, 
such as sugar, all purchasers will 
get ration cards to be honored at 

| the point of sale like tire certifi- 
| cates. 
| Mr. Nelson's directive established 
| a clear line between civilian ration- 
| ing for personal needs and the allo- 
cation of goods for war purposes 
|The order specifically forbids OPA 
to control acquisition of products 
for war agencies or government de- 
partments or other persons acquir- 
ing goods for export to foreign 
countries. 


Clarifies Distinction 


To clarify the distinction between 
war and civilian needs, the order 
states that Mr. Nelson will advise 
OPA on request as to the portion 
of existing products which can be 
made available to the public 
through rationing. The order also 
confers enforcement authority on 
Mr. Henderson. OPA may regulate 
or prohibit the sale of items to any 
retailer or wholesaler who has vio- 
lated any rationing order. 


SUCCESS 


Van Camp's Im- 


proved Pork and 
Beans became an ex- 
clusive KWK 


tiser six months ago. 


adver- 


Today, this product 
occupies a selling 
position more closely 
consistent with its fine 
quality. Still better 
months are ahead! 


ST. LOUIS 


K W K 
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Canning Industry 


Gets Estimate of 
Government Needs 


(Continued from Page 1) 


as inevitable, the War Production 
Boird delivered itself of a _ tele- 
graphic order which cut manu- 
facturing, selling and delivering 
tinolate and terneplate cans _ to} 
so-called “non-essential users” to 50 
per cent of such deliveries made in 
February, 1940. The order, which 
most of the canners were inclined 
to view as the whistle of a bomb 
still to explode, and which was ad- 
dressed to can manufacturers, read: 

“Until further notice, you are 
hereby ordered not to manufacture, 
sell or deliver during February, 
1942, for the packing for the follow- 
ing products, more than 50 per cent 
of the total quantity of tinplate cans 
and terneplate cans ... which you 
manufactured, sold or delivered 
during February, 1940: baking pow- 
der, beer, biscuits, candy and con- 
fectionery, cereals and flour, choco- 
late and cocoa, coffee, dog food, | 
petroleum products, spices and con-| 
diments, and tobacco.” In the re-| 
mainder of January, the order said, 
the manufacturers were forbidden 
to sell more than 12% per cent of 
the February quota under the order. 


Beer Makers Hit 


The brewing industry will be the 
chief sufferer under the interim 
order. Beer cans alone consumed 
1,600 tons of tin in 1941, which was 
more than that used for beans, corn 
or peas. Only tomatoes among the 
four major vegetables exceeded the 
beer total. Coffee cans took 900 tons 
of tin in 1941, dog food 820, oil 275, 
and tobacco 200. 

J. E. Fitzgerald, assistant secre-| 
tary of the canners’ group, estimated | 
that the supply of tin on hand) 
would last a little over a year under | 
normal conditions. He asserted that | 
the much-discussed electroplating 
process, which Lieut.-Col. Paul P. | 
Logan, Assistant Chief of Subsis-| 
tence, Office of the Quartermaster 
General, War Department, had 
advocated as a conservation meas- 
ure, was at least a year away as a 
blanket industry practice. 

Howard R. Smith of the associa- 
tion’s Washington research labora- 
tory, emphasized that the search for 
a suitable substitute for tin in the 
canning operation is not new. “For 
years,” he told ADVERTISING AGE, 
“the War Department has warned 
us of tin’s critical geographic situ- 
ation. But we have been unable, 
thus far, to develop a satisfactory 
substitute.” Normal American con- 
sumption of tin, he said, was be- 
tween 75,000 and 90,000 tons a year. 
If Asiatic supplies were cut off, and 
the stockpile depleted, Bolivia could 
supply approximately 15 per cent 
of demand. The widely-publicized 
use of a silver plate is not likely, 
he believes, because of the copper 


In Cleveland 
THE HOLLENDEN 


In Columbus 
THE NEIL HOUSE 


In Akron 
THE MAYFLOWER 


In Lancaster, O. 
THE LANCASTER 
In Corning, N. Y. 

THE BARON STEUBEN 


eWl i ko 
eee 


|} accomplish to meet America’s food | 


| needs with the Army, Navy and| treo Gatch gro coed Gaphasement ee 
Lend-Lease program under way, | debe ag eae ll 

was outlined in a speech by John| J te." 

L. Baxter, chief of the canned food | : . 

section in the 


required to make silver adhere to} 
the steel can surface. 


See Glass Uses 


Glass packing is a_ possibility, | 
although it is doubtful if the capac- 
ity exists to handle all the canning 
industry’s demand. Principal rival 
of the canners for the tin stock re- 
maining is solder used in much 
munitions assembly, as well as tin} 
used in the making of shells and} 
cartridges. 

What the industry would have to| 


TO FARMERS 


WHAT FARMERS CAN DO TODAY 
TO CONSERVE RUBBER AND MAKE 
TIRES LAST LONGER 


Tee of the most vite! needs of ow country of this me ere FOOS eng BUDGER 
The Aret of mess FOOD 4 © direct obiigenen which you farmers ere tut 
Rieng By herd werk Leng News ond modern pews: termine 

RUSBER concerverion is @ rempemsibility of ell of us Parmer: wee rubber in 
fer ge quenmnes on tector: end implements on truths end pessenge: cars 
a mew the duty of ell of ws te make ow tres test as hong es pessiie end thes 
kenserce rember ter rhe ferees The 0 Goodrem Company pubtshes 
help towerd ru@ber conservation. 
Remember thie fvery extra mie pew get cot of yew tre: bo mile peer 
cory gem! 

HERE'S WHAT YOU CAN DO! 


© yee owe + Passenger Coo Treck 
Dene - - . 


WPB. He said that the percentages | 


supply branch of | vane: re ‘a 
of each pack which would be re-| 


pant ene we ~ a 


Keep this intermation ter future wee 


served for government use were THE B.F. GOODRICH COMPANY 
tentatively as follows: QO orimstinnvescer Gp 
lo > »¢ 
ney : Vege saawes B. F. Goodrich Co. uses this full page 
Asparagus Eee CRP Se Cre ee 44% advertisement in the February farm 
Lima beans ............... fe press to tell farmers what they should 
Stringless beans ........... 21 do in preserving and replacing tires. The 
POPP ORE er Cee 38 ad is part of the Goodrich campaign, 
PSS eererrrer rere. 18 which also includes a current drive to 
Tomatoes .........cccceece 30 make dealers and stores “Tire Informa- 
|Tomato juice ............. 14 tion Headquarters.” Griswold-Eshleman 
Fruits | Co. places truck and tractor tire copy. 
RN ds a ko tS ne ee ea 32% =| 
eg eS re  - | Peaches ....... 5a Mowe 1 
Cherries, sweet ........... 25 UL, ePPrerrrereet rete 26 


| 


Pineapple 
Fruit cocktail 

An idea of the magnitude of the) 
job faced by the canners can be} 


| gained by the fact that in the! 


| to boost their production to 38 mil- 


}at hand); 


step up production from 26% miilion 


tomato pack they will be asked to} 


cases in 1941 to 40 million cases in 
1942, and that pea packers will have 


lion cases in 1942 as compared with 
1941’s 29 million case pack. 


Rowe Issues Warning 


The canners were warned by 
Harold B. Rowe, assistant director 
of the price division of OPM, that 
any unwarranted increases in prices 
of the 1941 pack would bring an 
immediate ceiling on prices. 

Under the threatened ceiling, and 
faced with the government’s loom- 
ing objectives, the canners were in- | 
clined to think that the goals could | 
be met, if they got the priority rat-| 
ings on machinery (they were told 
that the government considered the | 
food industry “essential”); if they 
had adequate supplies of labor, both 
agricultural and in packing itself 
(they were promised the coopera- 
tion of the United States Employ- 
ment Service, but nothing definite 
on labor laws which the canners feel 
must be amended in view of the job 
and if they got the} 


| ernment’s 


weather necessary for the bumper 
crops which the government objec- 
tives demand—which even the gov- 
ernment couldn't grant. 

Many canners expressed the be- 
lief that they understood the gov- 
attitude and objectives 
better than they had before and 
indications of cooperation between 
the government and the industry 
were promising. One thing bulked 
clearly, however: the government 
and the armed forces will be taken 
care of at all costs: if the packer’s 
ifs come true, so will the consumer. 

The concensus, however, was that 
there are still too many uncertain 
factors in the situation to permit of 
any clear-cut indication of what 
will happen to the supply, pack- 
aging and promotion of canned 
goods for non-military consumption. 

The temporary tin order issued 
this week was considerably less 
severe than the industry anticipated, 
but its issuance did not ease the 
pangs of tin users, who knew that 


| BUSINESS PAPER ADVERTISERS 


Where—When—How Much 
Your Competitors Advertised 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N. Y. 


Fast, powerful, compact—Uncle Sam's new “mosquito” boats 
are a tribute to Yankee ingenuity in achieving utmost effec- 
tiveness at minimum cost. Already making history in our fight 
for American Democracy, the mosquito” boat exemplifies ef- 
fectiveness and economy—the watchwords of a nation at war. 


And on the home front, American Business is “Tuned For 
War.” Methods are being reappraised in the light of world 
upheaval. Utmost effectiveness at minimum cost is the order 
of the day. Effectiveness—to get the job done well, and econ- 


omy-—to conserve dollars for Defense, are the fundamentals 
of embattled business enterprise. 


Ten years ago, at the depth of a great depression, The Family 
Circle was conceived as a means of direct approach to an 
objective—housewives—a more direct, more effective, waste- 
proof way to reach food buying housewives at lowest cost. 


With a unique publishing formula which called for distribution 
exclusively to the customers of high-volume chain grocery 


Te Femeily Cacle 


stores, and an editorial pattern built around only one service 
feature—Food—The Family Circle's growth was rapid for it 
was “tuned” to the need of the time. 


And now that the need is even greater, advertisers in increas- 
ing numbers are finding The Family Circle “Tuned For War.” 


An increase of 39.4% in advertising revenue in February 
against February, 1941 is a tribute to the power of The Family 
Circle to produce utmost effectiveness at minimum cost. ' 


In The Family Circle, effectiveness and economy mean: 


1. Point-of-sale coverage of food buying housewives exclu- 


sively. 


2. Proven high reader interest among 1,800,000 customers of 


chain grocery stores. 


3. More Food editorial pages in a year than any other maga- 


zine. 


4. Abase rate of only $2 per page per thousand. 


¢ “THE BEELINE TO THE BUYLINE” 


NEW YORK -: 


CHICAGO -: 


SAN FRANCISCO 
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i Pe 
more permanent and more drastic 


orders will be issued shortly, as 


predicted in ADVERTISING AGE last) 


week. The industry hopes the 
complete and permanent tin curtail- 
ment order will be released as 
quickly as possible, as production, 
sales and advertising plans of many 
a canner and packer cannot be de- 
veloped with any degree of cer- 
tainty until the problem of container 
supply is settled. 


FREEZING ONE ANSWER 

TO DILEMMA, GROUP SAYS 
Chicago, Jan. 29.—Freezing food 

as one way to 

looming tin shortage was suggested 

during the week of food and grocery 


trade associations conventions here. | 


Fifty million pounds of food could 
be quick frozen and packaged in 
five million pounds of paperboard, 
cellophane or waxed paper against 
1314 million pounds of tin plate re- 
quired if the food were canned, 
E. W. Williams, secretary of the Na- 
tional Quick Frozen Foods Exposi- 
tion, reported. 


short-circuit the} 


Other highlights of the frozen 
food section meetings were the re- 
port of John E. Cain, president of 
National Food Distributors, who told 
the group that one-third of the 
frozen food produced in this coun- 
try in 1942 would be reserved for 
government use, and the formation 
of a new group, National Associa- 
tion of Frozen Foods Packers, with 
Edwin T. Gibson, 
Frosted Foods Sales Corporation, 
New York, as president. 


/RUKEYSER SEES NEED 
FOR MORE ADVERTISING 
Chicago, Jan, 26.—In view of the 


significant changes in consumer 
spending patterns brought on by 
shortages and the cutting off of 


normal spending channels, “there 
exists a great opportunity for im- 
aginative merchants to serve the 
nation and to help’ themselves 
through using thoughtful advertis- 


| 


economic commentator for the New| a shift in its business from 90 per 


Green Bay, Wis. 
Appleton, Wis. 
Oshkosh, Wis. 
Fond du Lac, Wis. 
Sheboygan, Wis. 
Muskegon, Mich. 
Grand Rapids, Mich. 
Madison, Wis. 
Racine, Wis. 
Kenosha, Wis. 
Dubuque, lowa 
Waukegan, Il. 
Rockford, Ill. 
Elgin, Il. 
Aurora, III. 
Clinton, lowa 
Davenport, lowa 


Moline, Ill. 
Rock Island, Ill. 
Elkhart, Ind. 
South Bend, Ind. 
Michigan City, Ind. 
Gary, Ind. 
Joliet, Ml. 
Galesburg, Ill. 
Peoria, Ill. 
Bloomington, Ill. 
Lafayette, Ind. 
Danville, Il. 
Quincy, Wl. 
Decatur, Ill. 


Springfield, Ill. 


If you would 


WMAQ 


New York 


Denver 


TSOW OL NZULS17 21d039d LSOW NOLLVIS GHd 


Washington 


WL] hen you use 


Yes, sir, you have the attention of these 32 impor- 
tant trading centers in addition to Chicago when 
you use WMAQ. 

A recent survey showed that people in the above- 
mentioned points listen more to WMAQ than to 
any other Chicago station. 


like to know what these 32 trading 


centers outside of Chicago covered by WMAQ 
mean to you—just call or write and the information 
will be sent promptly. 


Chicago — Superior 8300 


Represented Nationally by the NBC Spot Offices in 


Chicago Boston 
Cleveland 


San Francisco Hollywood 


president of| 


fen and selling to help the public 
| adjust itself to rapidly changing 
conditions,” Merryle S. Rukeyser,| 


| largest advertising campaign in its 
history to acquaint industrial execu-| 
| Box, 3606, ADVERTISING AGE, Chgo. 


York Journal and American and In- 
ternational News Service, told the 
National Food Brokers Association | 
here yesterday. 

In the existing sellers’ market, he 
said, it is probably more important 
than ever that the business man 
who expects to keep the loyalty of 
his customers should be as courteous 
and appreciative of patronage as 
ever. “Where wartime restrictions 
necessarily interfere with the flow | 
of goods through the channels of | 
distribution,” he said, “the business 
man owes his customers a courte- 
ous exposition of the abnormal cir- 
cumstances, and also some construc- 
tive guidance as to how to tighten 
their belts.” 


Federal Products 
Launches Biggest 
Drive in History 


Providence, R. I., Jan. 28.—With 


cent standard measuring _instru- 
ments to more than 50 per cent in 
special instruments, Federal Prod- 
ucts Corporation has started the 


— - — — 


EULsG 


Market 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wan 


ted,” “Representatives Wanted,” ana 
ms 


“Representatives Available,” 30 cents a line, minimum charge $l. Ter; 


cash with order. 
All other classifications (single in 
$4.75 per inch. 


sertion rates): % in., $2.75; 1 to 3 in, 


MISCELLANEOUS | 


= | 


Periodical Printing | 
We are equipped to handle a maga- 
zine or periodical printing job at our 
Poughkeepsie plant. Hoe Magazine 
Press, Saturday Evening Post size, | 
using newsprint. Address inquiries to| 
American Agriculturist Printing) 
Plant, Poughkeepsie, New York. At- 
tention—FRED W. OHM. 


POSITIONS WANTED 


Technical Editor has part time avail- 
able, or wants temporary work on| 
publication or compiling, research, 
house organ, management, ete. | 
Box 3603, ADVERTISING AGE, Chego. 


tives and management personnel 
with the advantages of these special 
lines. I. A. Hunt, manager of sales 
and advertising, explains that the 
major change in production requires 
the use of extensive advertising in 
business papers as a means of in- 
forming gage users of the new de- 
velopments. 

A number of new territories have 
been opened to the company in re- 
cent months. With the establishment 
of industrial plants in almost every 
nook and corner of the United 
States, many areas previously not 
covered have sprung into promi- 
nence. One is the state of Texas, 
which formerly held little interest 
for Federal but which now offers an 


active market. Mr. Hunt expects! 


increased advertising to reach these 
areas. The company will use from 
quarter page to full page in more 


| than a score of U. S. and Canadian 


|; ago and has spe- 
| cialized in 


business papers. 

Since many of Federal’s special 
items are so new that salesmen are 
not familiar with their makeup and 
uses, the company has prepared a 
series of offset sheets which are dis- 
tributed to the men to supplement 
catalog information. Each sheet 
tells a complete story, containing 
an illustration of the gage and dia- 
gram showing use plus descriptive 
text. 


James A. Wales 


Joins Kelly-Nason 


James Albert Wales, head of 
Wales Advertising Company, New 
York, has joined 
Kelly-Nason, Inc., 
New York, as 
vice-president. He 
founded his own 
agency 30 years 


travel 
and hotel accounts. 
Mr. Wales is the 
author of a stand- 
ard survey on in- 
ternational travel, 
“The Tourist Dol- 
lar,’ and has writ- 
ten numerous 
articles on travel 
and travel trade. 


J. A. Wales 


Blue Network Names 
Huber, Berry, Others 


E. J. Huber, formerly with Batten, 
Barton, Durstine and Osborn, Min- 
neapolis, has been named manager 
of the promotion department of the 
Blue Network in Chicago. 

Other appointments are Gil Berry, 
local sales manager; Rudi Neu- 
bauer, local sales staff; and R. S. 
Peterson, formerly assistant auditor 
for the NBC Central Division, 
auditor and office manager. 


Starts New Station 


Inland Broadcasting Company, 
Omaha, will start a new 250-watt 
station, KBON, on or about Feb. 15. 
The new station will have its 
studios in the Central Club bldg., 
and will be represented nationally 
by William G. Rambeau Company. 


ey ee 
— o 


POSITIONS WANTED 
Cireulation Manager. Business p 
or general magazine. Outstan 
producer paid in advance new and re- 
newals via direct mail. Know all 
avenues of subscription § sales. c- 
cessful builder national newssi nd 
circulation. Fulfillment expert. X- 
perienced, efficient, energetic. 10 
subject draft. Available Februar, }. 
Box 3604, ADVERTISING AGE, C!) &o. 
Business Publications’ Circula:ion 
Management: Revenue-producing c. m- 
paigns; cost-saving handling syste as, 
R. J. Robinson, 612 N. Michigan Ae, 


ie 


Chicago, I1l—Delaware 2817. 


BUSINESS OPPORTUNITY 


Young woman with publication and | Wanted for Cash 


promotional experience desires oppor- 


| tunity merchandising to dealers. Will | 


travel. 


Small monthly trade magazine 
| Box 3605, ADVERTISING AGE, Ch go. 


Anti-Axis Book 
to Be Distributed 
by Bayer Company 


New York, Jan. 28.—Convinced 
that the extent of the fifth column 
menace in the United States is not 
fully recognized by the public, 


Bayer Company will distribute to} 


druggists over 1,000,000 copies of 
“Footprints of the Trojan Horse,” a 
book which exposes tactics used by 
Axis agents in this country and de- 
scribes their success in other lands. 
It was originally published by Citi- 
zenship Educational Service, a group 
set up to assist 24 national organiza- 
tions “in making American democ- 
| racy more real and vital.” 

| The Bayer Company will pay for 
the printing and distribution of a 
| special edition. Every druggist in 
the country will receive 15 copies 
|via Western Union messenger. 
Druggists will be asked to read the 
book themselves and then give a 
copy to 15 of their most influential 
customers. Each customer, in turn, 
will be asked to pass the book along 
to his friends. Large space inser- 


tions, placed through Blackett-Sam- | 


ple-Hummert, appeared in Chain 
Store Age, Drug Topics and NARD 


Journal announcing the plan to 
dealers. 
Sterling Products, which controls 


the Bayer Company, recently 
launched an extensive advertising 
drive in Mexico for Mejoral aspirin 
(ADVERTISING AGE, Jan. 5). The 
campaign was designed to combat 
the Bayer trade name in Latin 
America, where German-dominated 
Bayer is entrenched. Sterling still 
controls the Bayer name in the 
United States, but its connections 
with the Nazi company were ter- 
minated last September through a 
Department of Justice decree. 


Names H. P. Beverly 


H. P. Beverly, formerly national 
advertising manager of Le Petit 
Journal, has been named Montreal 
representative of New World, To- 
ronto. At the same time, the maga- 
zine announced that its 1941 adver- 
tising billing was $235,359, an 
increase of 13 per cent over the 
preceding year. 


Lever Advances Two 


M. J. Roche 


H. M. Stevens 


Lever Bros. Company, Cambridge, 
has named M. J. Roche and Henry 
M. Stevens, both of whom have 
been connected with the company’s 
advertising department for some 
time, assistant advertising man- 
agers. Mr. Stevens will continue in 
direct charge of Swan promotion 
and Mr. Roche will be concerned 
with advertising management. 


G. R. Katz to Head 
Newspaper Reps 


George R. Katz, Katz Agency, has 
been elected president of the News- 
paper Representatives Association 
of New York. Other officers elected 
were: vice-president, Sylvester 
Blish, John Budd Company; secre- 
tary, Gerald B. McDonald, Williams, 
Lawrence & Cresmer Company: 
treasurer, Herbert Hatfield, Rey- 
nolds-Fitzgerald. 

The following were _ reelected 
members of the executive commit- 
tee: W. A. Snowden, Story, Brooks 
& Finley; Don D. Patterson, Scripps- 
Howard Newspapers; Herbert W 
Beyea, Rodney E. Boone Organiza- 
tion. Monroe H. Long, Branham 
Company, and Ray McKinney, J. 
P. McKinney & Son, continue as 
members of the executive commit- 
tee on unexpired terms. 


Accepts 3/4 Page 

MacLean Publishing Company, 
Toronto, will hereafter accept ad- 
vertisements in three-quarter } age 
size in Maclean’s and Chatelc:ne 
In Chatelaine the charge for the 
new unit will be $1,031.25 for b ack 
and white, and $1,267.50 for ‘we 
color R. O. P., limited to black nd 
one other color. In Maclean's the 
black and white charge is $1.50, 
two color R. O. P. $1,285. Bleed 
rate is 15 per cent extra on oth 
| magazines. 


Market Analyst now serving prominent 4A agency is 
especially qualified to handle responsible Merchandis- 


ing or Sales Promotion position. 


Previous experience 


includes Promotion work for a Scripps Howard news- 


paper. 


Additional information which should be val- 


uable to a progressive organization can be secured by 
writing: Box 3607, Advertising Age. New York. N. Y. 
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Victory in Radio- 
Newspaper Inquiry 


(Continued from Page 1) 


pover to bar newspapers from the 
pro.deasting field. As one newspa- 
per attorney put it: “We lost a 
sol ier and won the battle.” 

The opinion, written by Chief 
Justice D. Lawrence Groner, de- 
clared that the statutory require- 
ment that FCC be guided by “public 
convenience, interest or necessity” 
in exercising its licensing power “is 
not a grant of unlimited power, but 
only the right to control the range 
of investigation in ascertaining 
what, within the compass of the act, 
is proper to satisfy the requirements. 
It does not embrace and should not 
be extended by implication to em- 
brace a ban on newspapers as such, 
for in that case it would follow that 
the power to exclude exists also 
as to schools and churches; and if 
to these, the interdict might be 
applied wherever the commission 
chose to apply it. 

“This, we think, would be in total 
contravention of that equality of 
right and opportunity which Con- 
gress has meticulously written into 
the act, and likewise in contraven- 
tion of that vital principle that 
whatever fetters a free press fetters 
ourselves. In that view, we need 
not consider whether the power 
exists even in Congress, for Con- 
gress has not undertaken, and prob- 
ably never will undertake, to dele- 
gate such power to the commission.” 


Did Not Appear 


The case traces back to the early 
days of the press-radio investiga- 
tion. Along with other newspaper 
executives, Mr. Stahlman was sub- 
poenaed to testify. The publisher 
of the Nashville Banner, now on 
active duty with the Navy in Wash- 
ington, did not appear on schedule 
Aug. 1, and the following day FCC 
asked the court to order him to 
appear. 

In due course, the lower court so 
ordered, whereupon an appeal was 
taken. Mr. Stahlman is a former 
president of the American Newspa- 
per Publishers Association, which 
intervened in his behalf through its 
counsel, Elisha Hanson. Mr. Han- 
son contended that FCC is without 
power to bar newspapers from 
radio, and that the inquiry can lead 
to nothing and is therefore illegal. 
The appeals court agreed that FCC 
lacks the power to ban newspapers 
but upheld its right to hold the in- 
quiry and hence compel the attend- 
ance of witnesses through issuance 
of subpoenas. 

The failure of the Tennessee pub- 


lisher to answer the subpoena 
served merely as a peg upon which 
to hang a test case of the larger 


issue. His testimony is not vital to 
FCC's case, and as a matter of fact 
ADVERTISING AGE learned he is eager 
to appear as a witness to refute evi- 


dence already entered in the record 
regarding the press-radio situation 
In Nashville. 


The form in which the ruling on 


FCC’. power to deny licenses to 
N€Wspapers was rendered places 
press and radio interests in a pecu- 


ADVERTISING 
COPY AND |LAYOUT 


roblems in newspaper, retail, maga- 


et, direct-mail, outdoor, 


Street car, 
advertising 


Wednesday and Friday — 7:05 - 8:50 p. m. 
Starting February 11 


VENTRAL YMCA COLLEGE 
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FCC Wins Dubious : | PRICE ADVERTISING 


An Open Letter to 
the United States Senate 


RE - - SEN. 4971 
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PEARSON'S 
UOR ANN 
Pearson's Liquor Annex petitions the 


U. S. Senate, in this paid newspaper 
space, to kill the House-approved 
amendment which would prohibit retail 
liquor stores from advertising prices in 
District of Columbia newspapers. Such 
a ban, it claims, would only aid prof- 


iteering and force “piq in the poke” | 


buying by consumers. District Commis- 
sioners opposed the bill without success. 


liarly fortunate position. Having 
won a victory, even though tech- 
nical in character, FCC is hardly in 
a position to appeal to the Supreme 
Court. ANPA, well satisfied with 
the verdict, naturally has no inten- 
tion of carrying the matter to the 
high court. 

Justice Groner also rejected the 
FCC argument that the investiga- 
tion is permitted under that section 
of the law which allows inquiries to 
be held in order to make legislative 
recommendations to Congress. He 
pointed out that neither the order 
nor the request for Mr. Stahlman’s 
presence indicated that the purpose 
was to make legislative recom- 
mendations. Only after the legality 
of the hearing was questioned did 
FCC suggest that findings might be 
embodied in a request to Congress, 
rather than made the basis for a 
policy established without consult- 
ing Congress. 

The verdict, while upholding 
FCC’s right to hold the investiga- 
tion, made it clear that this view 
does not mean that FCC can stage 
a fishing expedition. The court 
warned that FCC cannot force wit- 
nesses “to bare their records, rele- 
vant or irrelevant, in the hope that 
something will turn up, or to invade 
the privacy protected by the Fourth 
Amendment.” 

Justice Henry W. Edgerton, while 
concurring in the ruling of Chief 
Justice Groner, added a_supple- 
mentary paragraph in which he 
explained he was not passing on 
the question of whether it is in the 
public interest for newspapers to 
own radio stations. Saying he ex- 
pressed no opinion on that subject, 
he added: “I think we should wait 
until it arises and the interested 
parties, including the commission, 
are heard upon it.” By this state- 
ment, Justice Edgerton followed the 
general line of the FCC argument 
that the legality of a ban on news- 
papers is not in question until such 
time as a ban might be imposed. 


Refute FCC Testimony 


Meanwhile, the hearing itself con- 
tinued with witnesses called by the 
Press-Radio Committee champion- 
ing the right of newspapers to par- 
ticipate in broadcasting, and refut- 
ing testimony of alleged monopoly 
previously entered in the record by 
FCC. 

Dr. Paul Lazarsfeld, director of 
the office of radio research at Co- 
lumbia University; Andrew Ring, 
former chief engineer of FCC: Dr. 
Frederick S. Siebert, director of the 
University of Illinois School of 
Journalism; and Arthur Garfield 


lL 


LINOIS? 


Reach a big chunk of 
it through the 
DECATUR station, 


250 W. 1340. Fall Time. 
Sears & Ayer, Reps., 
Local help given. 


ADVERTISING AGE 


Hays, general counsel of American 
Civil Liberties Union, testified for 
the committee. 

Dr. Lazarsfeld presented numer- 
ous exhibits dealing with cities in 
which the only newspaper has an 
interest in the only radio station. 
He showed that in 74 “one-one” 
cities, out-of-town newspapers have 
ja combined circulation amounting 
| to 35 per cent of that of the local 
paper. 

Cites Other Figures 
Mr. Ring attacked the same phase 


| of the FCC case from another angle, | 


showing that there are only 35 “one- 
one” cities which do not receive 
primary radio service from stations 
in other cities. Newspapers in these 
35 cities have only 1.2 per cent of 
the national circulation total, while 
the stations boast only .04 per cent 
of total radio power. 

Prof. Siebert argued that news- 
papers should have the same right 
to own stations as other organiza- 
| tions, and said that the monopoly 
that might be created by such joint 
operation “is not as dangerous as 
the entering wedge of discrimina- 
tion against newspapers as news- 
| papers.” 

Tracing newspaper history back 
| several hundred years, he said that 
the press in this country and Great 
Britain is the most independent and 


DUAL PLEDGE 


he 
Aid 


s 
AMERICANS ARE. 


RE-DISCOVERING 


THEIR AMERICA! 


SERVICE...FARM EQUIPMENT...PARTS 


Changing over from direct selling copy, 
International Harvester Co. has sched- 
uled this full page black and red copy 
in a dozen national farm papers during 
March, pledging full war effort by its 
factories and dealers who sell and serv- 
ice farm equipment. The theme also will 
be used in the state and sectional farm 
press. 


financially stable because advertis- 
ing has been developed to the 
‘greatest extent. He added that he 


preferred as many papers as possi- 
ble but that one that is financially 
independent is to be preferred. 

Mr. Hays was called to counteract 
testimony given during FCC’s por- 
tion of the inquiry by Morris Ernst, 
associate counsel of the Civil Liber- 
ties group. He opposed his col- 
| league’s viewpoint and asked that 
no rules be adopted which would 
limit the freedom of the press. 


bred A Names Committee 


for Advertising Awards 

| The Advertising Federation of 
America, New York, has announced 
| that William C. D’Arcy, president, 
_D’Arcy Advertising Company, St. 
| Louis; James Wright Brown, pub- 
| ae Editor & Publisher, New 
| York; and Edward C. Donnelly, Jr., 
| president, John Donnelly & Sons, 
| Boston, have been named to serve 
as a committee of judges for the 
| federation’s annual awards for ad- 
vertising club achievement. 

Entries in the competition must 
be in New York by May 1, and the 
awards will be presented to the 
winners at the federation’s conven- 
tion in June. 


Gets Heater Account 


Ross Heater and Mfg. Company, 
Buffalo, has placed its account with 
Lloyd Mansfield Company, Buffalo. 
Harold J. Warner is account execu- 
tive. 


1. a world of dislocations, with adver- 


tisers scanning the h 


opportunities, it is heartening to find one 
market with a stabilized spending power 


that makes it almost un 
cation field. 


A nationwide survey just completed by 
Daniel Starch among National Turf Daily 


readers reveals that 


... Two-thirds of them are 35 years of 


age or older 


. One-third of them 
more per year 


. Over 15% earn incomes of $10,000 


or more 


Starch Survey Spotlights 
Market of Sustained Spending Power 


orizon for new 


ique in the publi- 


saving of 77%. 


earn $5,000 or 


At this time, with advertisers seeking new 
ways to reach responsive markets, we in- 
vite your attention to the unique oppor- 
tunity provided by the National Turf 
Dailies—in a field of 114% million turf pa- 
trons. Advertising group rate provides a 


We will be glad to send 


you a detailed copy of the Daniel Starch 
Survey upon request. You will be inter- 
ested in the brand preferences indicated. 


Please direct inquiries to John A. Leighton, 


Advertising Manager, National Turf 


Dailies, 345 West 26 Street, New York. 


Tel. LA. 4-2900. 


The National ef Turf Dailies 


Direct National Coverage of the Turf Market—Published Daily at 25 Cents Per Copy 


Morning Telegraph—New York 
Daily Racing Form—New York 
Daily Racing Form— Chicago 
American Racing Record 
Cincinnati 


Daily Racing Form—Los Angeles 


Daily Racing Form—Howuston , 
Daily Racing Form— Miami 


Canadian Sports and Daily Racing 


Published by Triangle Publications, Inc. 


Form — Toronto 
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Typical of current advertising for Carl- 
ing's beer in its major markets—Ohio, 
Michigan, West Virginia and New York 
—is this full-page newspaper copy. The 
maker, Brewing Corp. of America, Cleve- 
land, plans considerably larger ad ex- 
penditures for 1942, with a campaign 
dominated by newspaper half pages sup- 
plemented by lighted spectacular bul- 
letins. 


E. F. Fettinger, 
Agency Executive, 
Dies in Newark 


Newark, Jan. 28.—E. Forrest Fet- | 


tinger, secretary-treasurer of United 
Advertising Agency, died today in 
St. Barnabas Hospital after a week’s 
illness. He was born in 
Pa., 50 years ago, and had been 
in advertising since 1914 when he 
started in the office of his father, 
the late Theodore Fettinger, who 
was president of United Advertising 
Agency at his death last September. 
W. W. JONES 

Chipley, Fla., Jan. 28.—W. W. 
Jones, 72, for nearly 40 years editor 
and publisher of the Chipley Ban- 
ner, died Jan. 21. He was forced 
to retire some time ago because of 
declining health. 


Cc. L. HUBBS 
Lake Mills, Wis., Jan. 28.—Charles 


L. Hubbs, editor and publisher of| 


the Lake Mills Leader for 52 years 
until he retired in 1935, died Jan. 19 


at his home here after a short ill-| 


ness. 


WILLIAM BERK 

New York, Jan. 26. — William 
Berk, art director and vice-presi- 
dent of Kling Studios, New York, 


died of a heart attack at St. Au-| 


gustine, Fla., Jan. 23 while return- 
ing from a vacation. 
years old, and before joining Kling 


had been an art director with 
Vogue-Wright Studios for many 
years, 


WNEC Boosts Power 


Station WNBC, Hartford Blue 
Network outlet, has increased night- 
time power to 5,000 watts. 


Altoona, | 


He was 43 | 


Ostby & Barton 
Continues Drive 
in Trade Press 


Providence, R. I., Jan. 29.—Ostby 
& Barton Company, one of the 
| world’s largest ring manufacturers, 

has announced its intention of pro- 
ceeding aggressively with sales and 
| advertising plans for the year. Wil- 
liam J. Richards, sales manager, 
said the company will use fully as 
much space as it did during 1941. 

One advertisement in its business 
paper series is headed, “How to 
Make Money in Jewelry Today.” It 
poses two questions uppermost in 
the minds of the jewelry trade 
today. “Is there a demand for jew- 
elry?” and “Is there a supply of 
jewelry?” and vigorously answers 
both of these questions in the 
affirmative, presenting a forward- 
looking policy for O & B under ex- 
isting conditions. No specific mer- 
chandise items are shown in this ad. 
Another advertisement in the series, 
entitled “How to sell more jewelry,” 
points out the necessity for main- 
taining assortments and _ effective 
retail displays, and aggressive sales- 
manship. 

Ostby & Barton previously fea- 
tured its “Scientific Hematites,” 


telling how they were created to} 
replace natural Hematites. Copy | 
showed two similar rings in 10 karat | 
| gold, one set with a natural Hema- 
tite at the suggested retail price of 
$24, the other with a Scientific! 
Hematite at a price of $9. The 
company is continuing to work on 
the problem of replacements, par-| 
ticularly in the stone field where} 
most cases are said to represent! 
actual improvements, not mere sub- 
stitutions. 

The company is using Jewelers’ 
Circular-Keystone and _ National 
Jeweler in the drive. Advertising is 
handled by Lanpher & Schonfarber, 
Inc. 


Healy Named to Head 
C-P-P Advertising 

Robert E. Healy has been ap- 
pointed advertising manager for 
Colgate - Pal m- 
olive-Peet Com- 
pany, Jersey City, 
in charge of all 
the company’s 
products. 

He was for-| 
merly advertising 
manager on Col- 


gate shaving 
creams, Octagon| 
soap, Crystal 


White soap, Klex| 
and Palmolive.| 
Savington| 
Crampton and 
George MacGre-| 
gor will continue as assistant adver- | 
| tising managers. 


Auerbach Joins OPA 
| Alfred Auerbach, for 10 years | 
|editor of Retailing, has been ap- 
pointed associate price executive for 
the consumers durable goods section | 
of the Office of Price Administra- 
tion. 


R. E. Healy 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1942, by Advertising Publications, Inc.) 
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THE FAITHORN 


SPEEDING 


—With Faithorn Complete Service 


2, This can be accomplished through Faithorn 
COMPLETE SERVICE of (1) Ad-setting, (2) Engrav- 
ing, (3) Printing, with art work and layouts — 
all under ONE roof. 
Why send cuts to one concern—ads to another 
many blocks away—and then give your printing 
to a firm even farther distant? You can cut costs, 
eliminate worry and save Time, Trouble and 
Money by having us do the complete job. 
Only ONE order and ONE contact necessary. 


IT UP 


We think in terms of results. 


WEEK BY WEEK VARIATION SHOWN HERE | 
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L J 
; ; ‘acsaumnanl - 
JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC 
_ 
% Gain % Gain 
41-Week 4-Week 4-Week or Loss’ or Loss 
Period Period Period 1942 1942 Week Week % ‘ain 
Ended Ended Ended over over Ended Ended ; 
Jan. 27, 1940 Jan. 25, 1941 Jan, 24, 1942 1940 1941 Jan. 25,1941 Jan. 24, 1942 Liss 
BMSON, Oy ccasissssccce OS 639,381 713,082 +17.9 +115 — 162,397 179,774 oF 
Des Warise ceases 506,119 490,638 516,520 +21 + 5.3 114,050 138,237 21.2 
Atlanta, Ga. ...... ‘4a 877,849 913,122 906,290 +3.2 —0.8 227,920 231,938 1.8 
Baltimore, Md. ....... 1,410,734 1,490,758 1,566,894 +11.1 +5.1 373,466 408,782 45 
Birmingham, Ala. $26,168 972,102 993,062 + 20.2 + 2.2 205,786 251,678 2 
Boston, Mass. ~~ 1,413,188 ~ 1,347,646 | 1,370,628 —$.0 +1.7 316,995 343,557 $4 
MORAIG, BM. Zecccssesss 890,889 931,356 938,130 +5.3 + 0.7 246,215 246,170 2 
Cs Eis Meteeseases 48 393,093 302,075 291,532 —25.8 —3.5 86,652 72,968 - 5.8 
Cedar Rapids, la....... 286,454 295,722 296,170 +3.4 + 0.2 66,822 68,614 27 
Charleston, W. Va..... 616,890 645,918 541,093 -12.3 16.2 179,543 141,470 1.2 
Chicago, Ill. ....... 1,793,274 1,7 1,850,687 3.2 +3.0 ~ 442,102 463,216 i 
CEIROCIBMBLE OD. ccccccces 1,012,427 l 1,065,541 5.2 + O.9 257,139 259,848 1.1 
Cleveland, O. 1,285,272 1,2 1,240,038 3.5 2.6 306,134 292,370 15 
Columbus, O. SOS8,342 897,303 907,473 1.0 + 1.1 242,391 240,431 8 
Dallas, Tex. 1,304,054 1,318,428 1,309,750 +4 0.7 350,135 363,841 34 
DO VORDOPE, BR. cccccess 581,350 648,116 651,210 + 12.0 + OLD 141,498 as 147,756 4.4 
Sl: Sa 879,558 917,006 911,788 + 3.7 0.6 226,352 252,462 1 
Em Ver, COBO. 6cccsees 612,317 602,255 631,271 + 3.1 4.8 120,916 130,997 s 
Des Moines, Ia......... 27,225 396,371 BSO,833 10.9 3.9 102,836 103,342 0 
Detroit, Mich. ...... 1,337,326 1,415,293 1,434,236 + 7.2 + 1.3 348,833 369,569 5.9 
El Paso, Tex.. yee 702,464 698,092 706,636 + 0.7 1.2 188,440 182,560 3.1 
MPEG, FR. cisessvccsses 557,928 562,982 583,366 + 4.6 + 3.6 149,926 156,562 + 4.4 
Evansville, Ind. a 717,262 732,914 819,728 +14.3 +11.8 169,820 188,748 11.1 
Fall River, Mass....... 226,332 258,565 246,383 +8.9 4.7 70,454 60,710 13.8 
Pr ee avewes dd oe 571,270 609,238 549,864 —3.8 —9.8 143,990 137,270 47 
Fort Wayne, Ind....... 720,391 653,415 693,973 —3.7 +6.2 163,940 ~ 183,316 +118 
So, a ae err Te 412,206 410,471 422,498 + 2.5 +-2.9 117,510 96,797 ==] 7.6 
Grand Rapids, Mich... . 619,836 577,794 589,708 —4.9 +-2.1 130,690 138,194 + 5.7 
Greenville, S. C........ 435,651 448,586 {68,818 + 7.6 + 4.5 108,045 109,221 +11 
Hempstead, L. I........ 129,891 192,006 229,442 + 76.6 +19.5 54,636 66,271 a | 
Houston, Tex. ......... 1,203,929 1,210,538 1,159,746 —8.7 —41.2 251,566 74,694 92 
Huntington, W. Va.... 457,068 500,389 401,009 +O.8 -1.9 124,326 120,983 et 
Indianapolis, Ind. . -- 1,126,580 1,172,612 1,272,424 + 12.9 + 8.5 278,684 292,320 + 4.9 
Jacksonville, Fla. .... DS4,458 610,988 619,892 + 6.1 +1.5 153,916 154,882 0.6 
Jersey City, N. J.. 132,626 150,405 139,727 5.4 +7 28,282 35,358 25.6 
Kansas City, Kan..... ~ 199,983 186,705 171,864 —14.1 —8.0 41,286 35,994 2.5 
Knoxville, Tenn. ..... 670,656 612,646 DHL S36 11.8 3.4 152,810 141,470 7.4 
Little Rock, Ark....... 570,206 650,706 618,198 8.4 —5.0 156,156 153,860 1.3 
Los Angeles, Cal.... 1,792,530 1553.44 1,574,081 12.2 +1.3 S5S8,815 373,331 4 
Louisville, Ky. ... 848,163 909,121 933,255 10.0 2.7 246,618 221,747 0 
Lynn, Mass. .......... 545,384 629,616 567,746 $.1 9.8 ~ 172,368 143,728 16.1 
Manchester, N. H.. 247.334 241,164 235,656 4.7 2.3 71,526 56,548 1 
*Memphis, Tenn, 1,142,078 810,278 862,316 24.5 6.4 192,878 213,920 10 
See, Wes caeses 1,329,398 1,303,289 1,116,670 16.0 14.3 336,610 284,118 —15.6 
Milwaukee, Wis 1,004,103 1,119,352 1,052,079 + 4.8 6.0 281,935 273,163 3.1 
Minneapolis, Minn. ~ 910,652 838,458 SS8,767 2.4 6.0 228,155 244,523 7.2 
New Bedford, Mass.... 222,502 248,234 250,488 + 12.6 + 0.9 58.380 62,286 6.7 
New Haven, Conn...... 681,674 719,106 696,990 +2.2 3.1 173,460 171,878 —O.4 
New Orleans, La.... 1,413,494 1,326,471 1,283,074 —9.2 —3.4 $12,575 323,215 3.4 
a ei Te ® oe ; 3,938,004 3,870,049 3,846,716 —2.3 0.6 1,012,878 966,848 44 
Brooklyn, N. Y.... 267,666 259,156 241,905 9.6 6.7 65,857 55,457 1b 
ena. TO bhestacus 648,242 680,316 719,110 10.9 5.7 162,918 180,348 10 
Oakland, Cal, ..... ae 565,310 592,788 HSISO1 + 2.9 1.8 141,947 147,337 6.2 
Oklahoma City, Okla 494,872 486,556 $81,418 2.7 1.1 113,596 119,238 5. 
Cee. BOR. cccccadses 858,866 383,817 344,769 —3.9 10.2 75,569 86,860 14 
4 Ln | rrr woe 793,296 736,316 LO.9 7.2 224,364 194,544 —13. 
Philadelphia, Pa, ...... 2,045,907 2,020,559 1,970,182 —3.7 2.9 19,956 488,377 6 
| Phoenix, Ariz. ........ 564,214 H9O.884 556,108 1.6 5.9 149.898 141.400 5 
Pittsburgh, Pa. 1,345,974 1,366,050 1,460,046 +85 6.9 348,292 370,832 65 
Portland, Ore 675,496 865,412 753,774 + 11.6 12.9 227,208 218,064 4 
| Providence, R. L.. “S51L008 TS6.U48 802,991 5.7 + 1.8 204,087 201,109 —1. 
Reading, Pa. : 646,606 680,592 719,306 11.2 5.7 191,152 188.188 1.6 
Richmond, Va. ... 755,650 774,438 772.310 2.2 0.3 182.644 206,416 13 
Rochester, N. Y.... 1,038,102 1,020,257 996,13 4.1 2.4 236,473 233,679 1 
| Roekford, Tl. a. 539,574 723,898 572,432 6.1 0.9 142,506 151.452 6 
Rock Island-Moline, Ill. 476,700 665,126 705,014 17.9 6.0 125,440 130,830 4 
Sacramento, Cal. ...... 523,866 34,828 534,714 2.1 135,660 124,054 §.t 
San Antonio, Tex $94,358 29,693 646,900 o.% 22.1 125,962 146,157 16 
San Diego, Cal 697,886 $01,000 752.640 7.8 6.0 168.196 183.526 4 
San Francisco, Cal 1,015,307 981,188 1,054,310 + 3.8 7.5 264,71 260,062 1 
Seattle, Wash 829,248 763,182 859,320 ' 12.6 169,526 208,712 23 
South Bend, Ind 348,170 374,569 S68,998 6.0 1 9,98 93,617 6 
Spokane, Wash, . 444.564 426,328 405,048 9.0 ».0 103,614 SS. 606 14 
St. Louis, Mo... 1,129,325 1,098,315 1.186.825 1 8.1 276.58 01.95 4 
St. Paul, Minn... F 730,582 688,482 703,49 7 2.2 154,753 149,476 
‘Syracuse, N. Y.. 469,784 755,327 199,213 
Tacoma, Wash, .. : 441,602 442,918 460,564 4.3 4.0 107,114 119,832 l 
re. Wats «eveskes 531,356 556,360 (17,146 2.7 7.1 138,138 168.546 22 
Toronto, Ont., Can . 1,135,423 1,141,165 SBZO0,885 18.0 18.4 358.661 284.254 20 
. a a, Jae 250,586 264,124 261,898 0.9 58,688 64,512 ? 
Tulsa, Okla. ....... HG O84 613,550 712.740 21.0 16.2 154,098 171.640 11.4 
Washington, D. C...... 2,279,303 2,253,784 2,399,020 5.3 6.4 512,831 194.720 16 
Winston-Salem, N. C.. 450,534 $41,350 428,834 4.8 2.8 105,756 100,604 -4.) 
Youngstown, O. ....... §45,223 522,549 »70,237 4.6 9.1 138,582 145,341 +42 
Total 66,542,430 67,259,649 67,406,459 +1.3 + 0.2 16,633,631 16,891,280 +15 
Chicago Sun established Dec. 4, 1941 
*Commercial Appeal published 328 page Centennial Issue Jan. 1, 1940, containing 428,848 lines of advertisine 
‘Figures not included in totals 
| ae 
. . ’ 
NBC Adds Three Stations Sponsors Radio Award _—Horder’s Promotes 3 
National Broadcasting Company; A prize of $2,000 for the best ra-| Horder’s, Inc., Chicago, has named 


CORPORATION 


Ad-Setters @ Engravers e Printers 


504 Sherman St., Chicago * Phone Wab. 7820 


has added three stations to its Pan| 
American network: Radio Trujillo, 
Trujillo, Dominican Republic: La 
Voz de la Sierra, Merida, Venezuela: 
and Station Emisora Electra, Mani- 
zales, Colombia. The network now 
has a total of 120 stations with out- 
lets in every one of the 20 Latin 
American republics. 


dio script submitted between Feb. 
1 and May 1 has been offered by 
the Chesebrough Mfg. Company, 
New York, sponsor of the “Dr. 
Christian” program. Prominent fig- 
ures in the theatrical, radio and lit- 
erary worlds will select the winning 
script which will be broadcast in 
June. i 


three men to new managemen 
posts. Walter L. Snelling, wh° 
joined the company in 1912. has 
been named director of merchandise 
development; Carl H. Carlson. with 
the company since 1923, has bee" 


named director of buying 
George A. Dean has been 
Chicago sales manager. 
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041 Ad Bill of Advertisers Spending $500, 000 or More in Magazines, Seattle Agencies Merge 


Three Seattle agencies, James R 


Farm Papers and Network Radio Combined in 1941 Lunke & Associates, How. J. Ryan 


. s & Associates, and Tom Jones Parry, 
Inc., have merged in a new agency 
| 1941 1941 


Rank 1941 1940_ Rank 1941 1940 known as Lunke-Ryan, Advertising, 
13 American Home Products Co..$ 3,376,223 $ 3,281,504) 70 Johnson, S. C., & Sons, Ine 721.453 633,512| With offices in the Joseph Vance 
73) American a Institute. . o7,51 . s63'831 28 Kellogg Company . 1,534,470 1,506,711 bldg. Partners in the new agency 
7 American Tobacco Co. 5,973,! 9,452,52 13 Lady Esther, Ltd.. 1,026,937 1,095,519 | ane > os ; . -e - 
lota § 25 American Tel. & Tel. Co.. 1,942,688 1,708,651 26 Lambert Company 1,694,113 1,355,504 ate Sat. yee a agp oe: yp ae 
y | | 40 Armour & Co.......... ne 1,086,307 $44,682} 33 Lamont. Corliss & Co ; 1.282454 1418 452| Parry has joined the faculty of the 
; #0 Armstrong Cork Co...... 567,501 469,390) 77 Lehn & Fink Products Corp 626,724 _ 614,664! University of Washington as lec- 
(Continued from Page 1) | 63 tabbitt, Bb 4 — S02,141 ett _6 peed — rs a ba tt ++: And 44: turer on marketing but will serve as 
| 65 Bayuk Cigars, Inc... 786,316 510,948 | 55 Lewis Howe Co. , 919,448 994,35 . canine : the os we 
formation Bureau was $180,798,837 | 3 gest Foods, Inc.... . 1,101,325 568,782 ” Liggett « me rs Tobacs o Co 5,423,434 16 ! 78 staff consultant for the new agency. 
, . aw of SA Pee GO. oo acka dace ‘ 517,908 340,122 64 rillare >», Co., Inc 739,320 674.549 cieieeiatnsiiiemainaials 
duri g 1941, compared with $166,- 14 Bristol-Myers Co. , 3,660,840 3,067,108 66 Mars, Ine. 785,028 44.714 Ad . A 
684,816 in 1940, an increase of 8 per | 16 Brown & Williamson Tobacco | 92 Metro - Goldwyn - Mayer Pic- silos iid ds Whisky ccount 
‘ . i, ae eee ‘ 3,294.83 3,336,068 ee rere ee 20,215 6 r = . = : 
cent Gross revenue of “national” | 46 Caliter nia Fruit Growers Ex- : 41 Metropolitan Life Ins. Co 1,074,425 1,057,758 | Seggerman Nixon Corporation has 
farm. papers (not including state change ..... .. eT rr 1,012,105 ast 53 +4 ae ae oratories, _.. 2,346.96: 1.29 $83 | named W. I. Tracy, New York. to 
: - * 51 California Packing Corp.. 951,315 714,590 2 *hilip:Morris & Co., Ltd.. 2 579.020 ® 067.216 Zia siecle ee : 9 
and sectional papers) measured by| §; Gampana Sales Co......... 554'306 474.843| 64 Nash-Kelvinator Corp. ... ead 1b ioseo7,| direct advertising of its liquor di 
PIB was reported as $10,547,435 for | & Campbell Soup Company.. 5,464,801 a tt 82 ee eet 7 Nae rg + ate ont 832 Vision and new ech ae 
. “arni io ‘o ) 7.$ 3 72 5,05 at i oni vai *ro ‘ s Corp y a 4 3 2 +66 “ve y sKV ¢ ? » = 
1941, an increase of 4 per cent over| %} Cotter Products, tne... 585187 39204| 60 National Disiillers Products = and Blendwood blende 
the 1940 figure of $10,131,314. Na-| 80 Chesebrough Mfg. Co...... 621,048 526,395 | _ CORD. sence ss es: ty tt sar esa pay 
a . . 11 Chrysler Corporation 4,423,238 D.505,085 78S Owens- inois Glass Company 621,695 ; 723] 
tional network 1941 revenue, aS/ 42 Giiic a... 500,178 626,104| 87 Packard Motor Car Co 591,077 622,210 
previously reported in ADVERTISING| 72 Cluett, Peabody & Co., Ine 679,235 602,985 1H es geet cap he ~ i oan tes l ark sie 
: 2 ) o 2,102,87 86,5 i et Milk Sales Corp 753,139 713.883 
AcE, was $106,142,030, an increase | *3 Solsate-Palmollve-e enheess ett tt 1 ee eee | Si Philco Radio & Television 
of 10 per cent over 1940, when the 56 Corn Products Refining Co 879,684 519,683 te Orp. ...- se . — 618, 84 O04, 202 
total was $96,455,611 59 Cudahy Packing Company.. 844,296 824,388 a oe, at — e teaen “ ty etree 
I > ’ , . » yisti ors Corp. Seager: Ss, » "uden i is oOo, Oo é er mya ao 6 
Classificati Shift me 1 > a ae pote. 1,062,522 762,367, 52 Quaker Oats Company O44,799 1,444,310 
assifications a aie | % ak gg i pila tai Naat 2; 1% Ralston Purina Company 981,371 971,33 
nee i . ‘ 30 Du Point, KE. I. deNemours & 1.086.428 964.858 10 teynolds, R. J., Tobacco Co $.831.641 4.705.842 
Some interesting changes an 71 Mmmerson ‘Drug , eivledhg temeaiateliets "688910 539'5 80 7% Safeway Stores, Ine “ 623,629 414,928 
: 6 : . eae et con's 921402 7 Schenley Distillers Corp 996,739 289,376 
shifts in classifications have taken| 89 Eversharp, Inc, .......... es 570,802 231,403 4 Beoet’ Sonar tillers C re ; 308434 a rte tty 
place in magazine advertising be- be zrremtens wc Rubber Co mete g fy -ce'n=2| 86 Semler, R. B., Inc... 593,242 89.499 
- . . op VOveeeeeseses . S,es v8 i,Uoo “6 She , me corn 50n.477 In9 88 
tween 1941 and 1940, a study of the 15 On See eer 3,358,813 3,456,287 rd + pal Ce pe cing eye yet 
” Pi » ae - @ . 356.637 997.6 | ve e ns ’ é 7 ones otek: , ’ 
records indicate, one of the most} 4) } Aroma Distilleries, Inc.... rete ont ers | 31 Secony-Vacuum Oil Co. Tn 1,351,838 1,261,929 
interesting being a decrease in the| 2 General Foods Corp........ 9'885.654 8,011,762 | 45 opal ed oy o an sha tt ett 
. ° 9 Yo re ille . : 9 rd ‘ ele NM re . ( Deis abe >, Saab 
comparative importance of automo-| 1) General Motos Corbell... SANTOTS Tagless | .4 Sterling Products, Inc, 7R80,996 6.826.146) J 
bile and allied advertising. Major; 85 Gillette Safety Razor Co..... 596,146 635.769 | 4 Studebaker ( Orp. .. tre tes 676-712 4 ¢ 
tiie: ib : .. | 50 Goodrich, B. F., Co.... W81,181 iSe0710' £6 Bolle a est + vie 4 eee ioe | 
classifications, including the per $5 Goodyear Tire & Rubber Co.. 1,262,850 999.997 f - Aad , Ry jh er ttt 1 oceans 
centage of total magazine advertis-| 74 Gospel Broadcasting Corp..... 653,027 402,232) 43 Union Carbide and Carbon oe ae LJ 
re 76 Great Atlantic & Pacific Tea se kage . see 200 ont Min 
ing which they represent each year,| ‘ sae ee , oS etre errr errr para 520,683 727,753 
. SE cccanekecnsersecess 626,431 418.659 | 7 Tnite . : 217.2 . Qs 
include the following: 75 Gulf Of! Corp..........--- pe 650,788 617, BG 8 Walker, Hiram, upher Co, Inc... +H $40 849.722 | : ' 
Percentage 32 Heinz, H. J., Co.......... 1,326,556 1,496,061 | 54 Wander Company i 0923 508 838775 | a 
of Total ss "Tame te. ellucotton 1,264,731 1,226,030] °°" Wrigley, Wm. Jr., Co 1,470,860 1,368,224 
0 ‘ Ss o eee eeeeeee8 —OP,40 sao . | = 
Classification 1940 1941 53 Tapernansenas Harvester Co., om ; ape i ete: She aoneunt-ts tilken tn this tabelatisn of tem 6 
ne ieee sa Resaueeens 925,135 9851) : Pentel : * ; P . ; be: 
iles : : ee : penditures totaling less than $100,000 in either magazines 
Automobiles Pee ee en a 8.6 7.3 67 International Silver Co ee : 7 758,985 648,496 or chain radio during 1941, nor of expenditures of less t ' 
Auto accessories, in- 22) Jergens-Woodbury Co 2,360,598 2,072,513] than $50,000 in the farm press. % a 
cluding gasoline, oil, : - 
eee 5.9 5.5 \¢ ’ | Cali la is planning a drive its ‘ A 
tires, € ~“y Rou h-on-Rats | California is planning a drive of its Join Salvage Unit 
Oi 5.6 5. ; own to rid the area of rats. Later te teins ' a 
: : : ‘ . Emerson, assist - 
Household electrical t G : T i an expansion of the campaign to ae | ae wg Bi pl age oe | A 
equipment ......... 3.3 3.0 TO e est on Oregon and Washington is contem-| ;..;<; eine Mianaain é e 
11.7 12.1 lated Division of Industrial Salvage, In- 
Foods ....-++-++++++: - , Pacific Coast pia ec - dustrial Conservation Department, | | 
Food beverages ...... 3.1 3.0 It is estimated that rats do more| Washington, as director of informa- 
Wine and liquor ...... 4.2 4.4 Jersey City, N. J., Jan. 27.—Por- than $189,000,000 damage annually} tion. Edward F. Mulligan has been 
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Soaps and cleansers... 3.1 2.7 | Wells Estate is preparing a news- eral hundred regiments of soldiers,| With Mr. Emerson. 


Smoking materials, in- paper test on the Pacific Coast for | and cause or transmit at least six 
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) counted for 30.1 per cent of 1941 for the ENEMY’... Though absent from newspapers | 
} volume, compared with 27.3. per Se gio one would be athowe for a long period, the account has | 
© cent of 1940 volume; foods and food been a consistent user of general 
| beverages equaled 24.5 per cent in Danger plague, typhus ont and farm magazines. Metropolitan 
1941, and 26.7 per cent in 1940; es Sean ty elem Sane as Ree Advertising Company, New York, | 
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: ; | by the War Production Board. Pro- 
Named Vice-President 


ducers are entitled to apply the 
Laurance S. Staples, who joined 


| rating to obtain deliveries of the 
Gi omatane te Uk, oad Gbeiak tor steel rods necessary to make stitch- 


a four-y ing wire. : 
; a age a + icon bas! inew drive, featuring a defense Requirements must be authorized mi 27 8,970 
been an account executive in the | theme to enlist the public’s aid in| by WPB, and for the first quarter RADIO FAMILIES. : 
Kansas City office of the company | stamping out rodents, will constitute | Of this year it is expected that the Here is proof that 
ever since, has been elected a vice- | the first use of newspaper space by|#™ount of materials permitted will WROTE ; 


side 2 sneered _ be 10-12 per cent below normal | 7 
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Hayden infos “Parade” nitlé p é tablishments using stitching wire 3 at WDZ ” P 
ere you see part o 


newspapers throughout the Los An- | have been asked to re-examine their 
Harvey §. Hayden. formerly 8@les area, probably about once a/ consumption of this product, and to the crowd of 18,000 viewing a 
Sunday afternoon WDZ_ broad- 


Western’ manager for Forbes, has| Week. The West Coast was chosen| conserve it wherever possible. 

oined the Chicago sales staff of| for the test since it was considered | ee f . : 
i. 353 00 cast from Patterson Springs, IIli- 
$353,799,0 nois. WDZ promotions like this, 


Parad, |more war conscious and because Prints Progress Ree 
ee The Spokane Spokesman-Review ; ° 
| published its seventh annual Prog- ? RETAIL SALES coupled with sincere local sraghdil 
ress edition Jan. 25. In five tabloid ice, are constantly creating new 
parts, totaling 92 pages, the edition friends, invaluable good will, 
presented the progress of Spokane ; reater audiences and SALES 
and the Inland Empire during the ; RESULTS f WDZ ADVER 
| past year. Tourist business, private 511 DRUG STORES — — e nad R- 
4,288 GROCERS. TISERS. 


| building, and war industries re- 

| ceived prominent attention in the} 
|} issue, of which 122,000 copies were 
distributed. 


te te Yes WDZ rouxs are THE UN of the Exrth 


| Benjamin Allen, circulation man- WDZ 
ager since 1935, and Lewis W. Tray- THEY WORK WITH eae ( ano BUY WITH 

ser, director of manufacturing since 

| 1935, have been elected vice-presi- 
dents of Curtis Publishing Com- 


pany, PaaS. HOWARD H. WILSON C0. 


NEW YORK 
joins “Post Exchange” CHICAGO KANSAS CITY 
Edward F. Healey, formerly ad- ST. LOUIS 
vertising manager of Current His- 
tory Forum, New York, has joined 


vane aaa the advertising staff of Post Ex- 
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Assails Wage-Hour 
Law Application 
to Newspapers 


Washington, D. C., Jan. 27.—Con- 
gress has no power to regulate the 
press, it was contended today in a 
brief filed with the Supreme Court 
in behalf of the Lowell Sun in a 
wage-and-hour case. 

As counsel for the Massachusetts 
newspaper, Elisha Hanson argued 
that application of the federal 
wage-hour law to newspapers is an 
unconstitutional violation of free- 


dom of the press. The case deals 
specifically with the question of 
whether the administrator of the 
Wage and Hour Division, Depart- 
ment of Labor, may delegate to sub- 
ordinates the power to issue sub- 
poenas. 

The Hanson brief claimed that if 
Congress has regulatory power over 
newspapers it “could determine who 
might or might not engage in the 
newspaper publishing business and 
limit the extent of their activities 
therein; where and when a newspa- 
per might circulate, how many 
copies it might distribute; who 
might or might not write for it; 
what it should or should not pub- 
lish; who might or might not ad- 
vertise in it; what it should charge 
for its publications; what it should 
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charge its advertisers for the service 
rendered therein; the conditions 
under which it might receive its 
news report; the amount of space 
it might devote to such reports. 

“Further,” the brief continued, “if 
it had the power to regulate the 
press, Congress could compel re- 
ports of such frequency as it might 
determine concerning every opera- 
tion of the press. Merely to mention 
these few items is to demonstrate 
that Congress lacks the power to 
regulate the press.” 

Mr. Hanson also asserted that “if 
ever the expression ‘fishing expedi- 
tion’ aptly described the nature of 
the asserted power of investigation, 
this is such a case.” 


Meanwhile, Administrator Thomas | 
W. Holland of the Wage and Hour! 
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Division scheduled a conference of 
newspaper management and labor 
representatives to discuss job classi-| 
fications in the newspaper field. An 
effort will be made to determine 
which are exempt from coverage 
under the Fair Labor Standards Act. 

The meeting will be held March 
2 in Room 3229, Labor bldg., Wash- 
ington. All interested persons 
are invited. Merle D. Vincent, di- 
rector of the hearings branch of the 
division, will preside. Calling of the | 
conference follows a five-month sur- 
vey of the newspaper industry. 
Management and labor have agreed 
on establishment of 290 job classifi- 
cations, and no controversy exists on 
176 of them. The status of the re-| 
maining 114 will be debated at the| 


meeting. | | 


How many planes do we need, 100, 500, 5000, 50,000 ...? The answer is... We need 


enough to do the job completely. Any less than that just isn’t enough. The same applies 


to radio. To do a complete job of selling on the Pacific Coast, use a network that covers 


the coast completely. Due to the fact that many of the important markets on the Pacific 


Coast are surrounded by high mountains, reliable long range reception is impossible. 


Buy the only network that has a local station in every one of the 32 important Pacific 


Coast markets. Remember, more than 9 out of every 10 radio families on the Pacific 


Coast live within 25 miles of a Don Lee station. This is Controlled Power . . . power 


where it counts. And plenty of advertisers know it counts ... nearly twice as many 


Pacific Coast network accounts use Don Lee than use the other 3 networks combined. 


THOMAS 8S. I 


LEWIS ALLEN WEISS, 


GENERAL 


MUTUAL DON LEE BROADCASTING SYSTEM °* 


EE, PRESIDENT 


VICE PRESIDENT, 


MANAGER rads 


5515 MELROSE AVENUE, 


HOLLYWOOD. 


CALIFORNIA 


—— 


STEEL SAVER 


Movie star Dorothy Lamour holds a nw 
cover strip for the license plate of a 
Plymouth, publicizing not only the «or 


but California's economy step, alog 

with Connecticut and Delaware, in ccn- 

serving steel by using old plates or 

another year. Adoption by the ent re 

nation of cover strips or date inserts, it 

is estimated, would save nearly 50,090 
tons of steel a year. 


Small Space Copy 


Used by Aircraft 
Workers’ School 


| St. Louis, Jan. 27. — Capitalizing 
on the need for trained aviation 
mechanics and aircraft workers, the 
St. Louis School of Aeronautics 
looked forward this week to another 
highly successful year based on 
steady advertising of its training 
course, 
The school, using newspapers and 
| direct mail, began ‘a campaign more 
|than a year ago. Advertisements 
|have been placed in 45 newspapers 
‘in five states, Missouri, Illinois, 
|Iowa, Indiana and Kentucky, on a 
|weekly basis. The most frequent 
‘insertion is 56 lines on 1 column, 
but larger space, 6 columns by 15 
inches, has been used. In metro- 
|politan papers, advertisements ap- 
pear in the classified section; in 
|smaller newspapers, the ads run in 
\display columns. School officials 
say the response has been gratifying 
—and classes of enrollees are full 
The drive is to continue indefinitely. 
Chief appeal of the campaign is 
increased earning power and a bet- 
ter job for applicants, and reply 
;}coupons are prominently featured 
in all copy. Direct mail is used to 
follow up the advertisements, with 
a folder explaining the six weeks’ 
course, classes, tuition, time, ete. 
Testimonials from successful grad- 
uates are prominent in the folder. 
Aircraft metal workers get top 
billing as prospects, although the 
school also trains mechanics, pilots 
and instructors. Watts Advertising 
Agency directs the account. 


Book Tells 100-Year 


Story of “Plain Dealer” 


“The Plain Dealer, 1842-1942, One 
Hundred Years in Cleveland,” writ- 
ten by Archer H. Shaw, who just 
retired as chief editorial writer of 
the Cleveland paper after 39 years 
of service, has just been published 
by Alfred A. Knopf. The book 1s 
a rich history of the Plain Dea'er’s 
development and growth, as we! as 
a history of Cleveland. 

The Plain Dealer had 


its be in- 


nings in 1842 as a weekly, succved- 
ing the Cleveland Advertiser, an¢ 
became a daily in 1845. Founded 


by Joseph W. Gray and Adn ira 
Nelson Gray, the paper langu 
after J. W. Gray’s death and « ctu- 


ally suspended publication for sve" 
weeks in 1865, after which re- 
appeared with William W. rm- 
strong as publisher. Liberty E. Hol- 
den, his brother, Roman R., an‘ his 
brother-in-law, Charles H. Fulk- 
ley, bought the paper for $4°,000 
in 1885, and the Holden estate st I 


holds control. It purchasec ' 
Leader, morning paper compe tol, 
in 1917, and has since been ‘on 


in the morning field in Clevele 4 


Station KXYZ Ups Power 

Station KXYZ, Houston, w in- 
crease its power from 1,000 t ),000 
watts in September, 1942. 
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PHOTOGRAPHIC 


REVIEW 


OF THE WEEK 


PACKAGING HONORS GO TO THESE ''5 & 10" ITEMS 


Award-winning packages in the 9th annual "5 & 10" contest sponsored by Syndi- 
cate Store Merchandiser include these items: (top row, left to right) Columbia 
Recording Corp. needle card to go with popular record album; the adhesive line 
of the Testor Cement Co.; and Texcel carded Giftape, produced by Industrial 
Tape Corp.; (bottom row) Sway nail polish and remover, Northeastern Products, 
Inc.; novelty Cologne hu-ricane lamp, Lander Co.; Pond'’s Dream Flower line, 
Lamont, Corliss & Co.; and Betty Lou facial dabs, Columbia Products Corp. 


AIDS RED CROSS WAR FUND DRIVE 


leisy Brewing Co., Cleveland, has joined the current Red Cross campaign by 

turning over all its spectacular painted boards to the organization. Designs were 

tushed to completion by the Central Outdoor Advertising Co. The Cleveland 
office of Batten, Barton, Durstine and Osborn handles the Leisy account. 


FOR TAVERNS 


George E. Mosley, assistant advertising 
manager, Seagram-Distillers Corp., in- 
spects one of the newest posters pre- 
pared by Seymour R. Goff, art director, 
to aid the drive against rumor-spreading 
in U. S. taverns and other gathering 
places. Following popular demand, print 
order for this second series of four pos- 
ters was doubled. The House of Seagram 
is mentioned only in a small-type line 
at the bottom. 


GIFT PACKAGE 


Glenmore Distilleries is promoting the 
old fashioned stoneware jug for the gift 
package market, bearing its Kentucky 


Straight bourbon. It's capped with a 
DuPont Cel-O-Seal. 


Rastus the Cream of Wheat man, the Ry-Krisp girl, Aunt Jemima and Chase & 
Sanborn coffee girls were among the trade characters who appeared in person jo 
serve a novel series of canners' convention breakfasts in Chicago last week, spon- 
sored by The American Weekly and Puck—The Comic Weekly. Advertised 
products filled the hearty breakfast menus. (Story on Page 8.) 


CHICAGO'S MOST PHOTOGENIC MODELS COMPETE 


Here are half a dozen of the 45 young models who sought the judges’ winning 
nod last week as “Miss Legs,” “Miss Bathing Girl,” “Miss Glamour," etc., and 
the 1942 model of models, “Miss Victory." The models’ contest and annual 
photography exhibition are sponsored by the Chicago Society of Photographic 
Illustrators and Art Directors Ciub, and the models’ and casting bureaus. 


FROM "SKULL SESSIONS" TO INDIVIDUAL WORK BY BRAND MANAGERS, SCHENLEY CAREFULLY PLOTS ITS ADVERTISING 


Part of the work that goes into the sales-compelling advertising of the Schenley Distillers Corp. may be 
gethered from these scenes taken in the offices of Seymour D. Hesse, advertising manager, and brand 
managers of various Schenley products. At the “skull session’’ shown above, Mr. Hesse and members 
of the advertising department discuss the budget which allows fixed amounts to each brand. Mr. Hesse 
‘ seatec at the head of the table with his secretary, Marie Bergere, taking notes. The others (left to 
ight) are M. L. Lebensburger, William Guyer, C. G. Culin, budget comptroller, Lawrence Laupheimer 
Charles Englebardt and Jack Kaduson. In the second picture from the left, William Borchert, Federal 


» — 


"the view at the left, Mr. Laupheimer, in charge of James E. Pepper, Cascade and Gibson's, and 


 Stglebardt, sales promotion manager, hold a preview of holiday packages. Second from the 
’ K. A. Seidel, in charge of Three Feathers and Green River, holds a photograph of a truck-side 
Soard rranged by Edward Williams, specialist in distributor truck advertising. In the third view 


Advertising Agency, Frank Pamentel, Schenley media director, and Mr. Laupheimer select the publica- 
tions to carry copy for James E. Pepper bourbon. Brand managers act as liaison officers between Mr. 
Hesse and Schenley’s advertising agency. In the third picture from the left, Eric Ainsworth, in charge 
of Golden Wedding and Schenley Blends, OK's a proof for a future magazine advertisement. At the 
extreme right, window displays get a final inspection like this in the visualization room, where Jean 
Montenecourt of the sales promotion department, and William Guyer, in charge of Old Quaker and 
Old Schenley, set up a display. 


from the left, Mr. Lebensburger, in charge of |. W. Harper and Schenley gins, studies the draft of a 
sales letter for distributors, prepared by Lawrence Moses. At the extreme right, Sander Hyman, ad- 
vertising manager, Schenley Import Corp., examines a new set of British regimental prints offered in 
copy for Dewar's Scotch. 


SERVICE BY TRADE CHARACTERS — IN THE FLESH u 
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100 years ago the famous Smith Brothers knew 
how greatly weather affects cough syrup sales... yet how 
short the season often is and how fast cough weather 
jumps from market to market. It’s just as true today. 
That’s why Smith Brothers, Inc. depends so heavily on 
fast-moving, flexible Spot Radio...to hit cold markets 
quick and hard anywhere ... to avoid wasted effort 
in markets turned suddenly warm. The results are 


proved by increased Spot Radio budgets year after year! 


@ Should you know more about fast, flexible Spot Broadcasting... more 


about what it will do for your own advertising? Ask a John Blair man! 
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